- — s _ ‘ > - ning cemeteries seas i 


ADVERTISER’S WEEKLY § 50 AGENTS FORECAST ADVERTISING 


THURSDAY, SEPTEMBER 17, 1953 ey 


Registered at G.P.O. as a newspaper TRENDS FOR NEXT YEAR 


Advertiser's 
Weekly 


THE ORGAN 0 F BRiTiSH ADVERTISING 


henetration... 


ate 


é 


1,091,463 copies sold every week ...two out of every 
three delivered direct by newsagents or collected 
regularly from newsagents! There’s no doubt about 
it, JOHN BULL readers make sure of their copies. 
With a readership spread evenly throughout the 
country, with eight out of ten of its women 
readers housewives and eight out of ten of its men 
readers heads of households, it dominates the national 
family market. 
This unrivalled penetration into the homes of the great 
wage-carning income groups, coupled with a page- 
, \ rate that is the lowest of any general magazine in the 
y country, makes JOHN BULL a most powerful and a 
most economical advertising medium for mass- 


appeal branded commodities. 


1,091,463 


OHN BULL 


5: tain's Edmily Magazine of Good F 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98 LONG ACRE, LONDON, W.C.2 


ee ar sk 


ae a 
g es 
ae . a 
a 1 
meet “2 
‘ae 
eet 
™ : 
Bi 7 
me 7 
+” ; 5 
a oe ie 
te i % 
ee ae 
ie 
eee ’ 
4 4 d —_ ine 
et ; . i 
shea aa 
> eet - 
baig ae” nde 
ie, 
ey oe aD it 
Ges Lf <<< “et CC ae, 
oe ee ia 
Ere a 
a . © 
= <_sseeeeeeeee CL LLL LLL lll LLL * 
of i gg 
in Do mags oe ; ee a cr ORT : Se ae 
po ps , ; » : z 
' ; AZABINE W 5. —— . 
<0, in ‘4 A : ? 7 
— . ot 3 . 
Ror ade 3 cA. 
“a. es la 7 oa 
| 7s ‘ - BD ie 
| ft aan . ; 
a % erty ad - ; *, “J eo ye. - , - — ee. 
ae Br | ae! ea. wee . ; we j 
oe eo BS a Ce : 
oe, ba 12 a ce, pti Mee Pe 7 
a ars ae oes “ae “s os at 
wae + ho eae Py ee cs P 
he Eos ae ie “t a HR — - b, 
ay See: CaN. hs ay i ef wo - 
= eee, > ; es 
a eo eer Sei > a yg SP epee te : 
a - ¥, * nt Mics a pepe ms é +S Se 4 if 
er - Li a i : a= OS a. ‘y 
ae ee ‘igi ¢ ais : Sees y eg 
ed ie... a o> ™ eee : — ae - 
ee.” 5.2 RAN aoe as ace, 4 4 " Ss ~~ a eg: 
me 7 , fh em a ~ + 4 ¢ oii ie 
arr S| ae sa cle = pes, LG ie ae 4 
ahs we; Ae Mr ata $i, Bud ae eee P b J ; we i 
a * . a ie Ret | > § f es at 4 - Py a 
tea ‘ i. ie a ne i 
Sa “ipl? aa ‘a » ae ey “d a sean - 
Dee: A 4 ‘i # ‘ 7 
-: a Ve ; ‘ EA - : 
ts sas #| 
Bees 
oof BL Ee es “2 eh *.. <a - 
=e eae ° . an 7 j 4 - 
anne ym: ; ard 
2h ‘ $s % F 4 ee ms 
eis . Bias” a ih és ee ; 
= eee > 2 i 3 S Sica ha, 
aa ® r 7 e ye ss " i 
% z i i + ae 
muy ‘ a4 : mf ? } mr 
ee . has Tip, a ; % cra8. 
a ; ; om . ‘ at. 
> ? ae Ls { o4 f 4 = 
a 4] Sie ro 8 
ake H % r ‘ped So, ae : : . 
oe” A  e =e ’ : 
aptetan } ; * BOT Foal > s hh ; 
he Pe a. a a jes ee in “oy * 
. x if x a Lome ‘¢ a >, ’ a . ‘ . 
. | OY ae a * gr ae 
‘ ; = ity ‘ ; i = ee: ae re oe a . oon 
ay SS Se ; } 
‘ ee Ne i ba “ae ar ae a ; 
EA 2" . : fea 3 9 . % é ] : 
g E a eh . Z 2 fe e, , 
cy eS <7} mae gs s i 
ro) mS 5 rs, a i aE h | 
o ‘ : % “ =i. : ‘es ") a a - b ei oS ie dae 
ee ‘3 2 - = . ‘ a ar = ae by ad - 
ig J : a # ae tie 7 ‘ Ae ‘ oats eo a 4 ; 
As ee t . pa, ae coat Sept are” ae a ” | 
meee sf ee Lo 8s eT a ki cores, tt 
Sete We a... Sa En ates: ! ; 
‘a Ti ef es , Ee pate aS e : 
ee g ; eS te oe eo, : 
~ f “ 4 * rn RS OF assert) Ce Se | 
oe m zs Me ie i Baie oe | - 
a. . eo tok agg i | . 
_ F P e a * ’ ee ‘ | ae 
_ _ ee — wry : Reading : 
in "ts "23 . 
” , . 7" 
a eee 2 
: i 
Bony ‘ , : : . 
| a” Se ~~ oe Pak ae Ont Nd ee sat cg —_ ie. eee er eee — ‘ae 4 _— mm” > . ae hn 


oh 
f 


‘ 
a 
ri 
£: 
ff 
¥ 


ADVERTISER'S WEEKLY 
“Bedding 
you can 


trust—and 


Recommend...” 


Grocery shop at 


sales conference 

Every aspect of Birds Eye's 
marketing activities was discussed 
at the company’s four day 
annual sales conference at Great 
Yarmouth. Representatives were 
shown the advertising and sales 
promotion plans which, during 
the next twelve months, will com- 
prise the biggest campaign ever 
undertaken in this country for 
qguick-frozen foods. 

A realistic looking “grocery 
shop,” complete with shelves of 
tins surrounding a quick-frozen 
food cabinet, was set up in the 
conference rooms as a_ back- 
ground for practical demonstra- 
tions of selling methods. 

The sales force also studied 
processing methods at two Birds 
Eye factories, where production 
is now under way on new crops 
of peaches, green beans, sweet 
corn, fruit salad and a_ wide 
variety of fish fillets. 


Need for economy 
in Govt. publicity 


The continued need for econo- 
mies in Government publicity is 
cited by S. A. Heald, public rela- 
tions officer, Ministry of Health, 
in a letter to local authorities, as 
a reason why resumption of press 
advertising to inform the public 
about venereal diseases cannot be 
justified. ‘The Ministry is issuing 
new posters for local display. 


Recovery in paper 
production 


The recovery in United Kingdom 
production of both paper and board 
continued in the second quarter 
although in both cases output was 
still about a tenth less than the peak 
levels reached in the first quarter of 
1952, states the Board of Trade 
Journal. Output of paper in the 
second quarter was about 5 per 
cent higher than in the first quarter 
and 17 per cent higher than in the 
fourth quarter last year while out- 
put of board increased 8 per cent, 
compared with the first quarter. 


CORBETRY & 
UNDERWEAR 


Your Specialised Trade Journal 


To The Editor.. 


Where Farnborough 
failed 


Sin,—l was appalled by two 
things at the Farnborough Air 
Show: dull stands in the exhibi- 
tion and _ unsatisfactory films 
projected by a R.A.F. mobile 
unit. 

One big manufacturer had 
nothing but three bowls of 
flowers on his stand. On many 
stands there was no animation 
and little interest was shown in 
them by scores of thousands of 
visitors, 

From the sound track of a 
R.A.F. film there emanated an 
American-toned voice, with 
“There'll Always Be An England” 
as background music. 

One of the main purposes of 
the Society of British Aircraft 
Constructors’ annual event is to 
boost public interest in and en- 
thusiasm for flying. Bright, ani- 
mated stands would have im- 
proved some of the lanes in the 
big marquee at Farnborough. 

Goprrey McEwan. 
New Southgate, 
London, N.11. 


Grim future for 


copyurtuers 

Sirn,—The future for copy- 
writers looks grim. The post-war 
trend in advertisements has been 
more and more towards the brief 
message. Very seldom is a long 
screed of copy asked for when a 
client is discussing a new cam- 
paign. 

He wants a nice big, bright pic- 
ture — “Nobody reads advertise- 
ments these days,” is the cry. 

But I think the limit has been 
reached with an Oxo poster I saw 
the other day. It took the form 
of a nice big picture featuring 
two cups of Oxo and a plate of 
sandwiches. ; 

The poor copywriter wasn't 
even allowed to write the word 
Oxo. The two round cups pro- 
vided the two “O's” and_ the 
sandwiches were arranged to form 
the letter “X.” 

PETER JOHNS, 
Plymouth, 


Call for ‘action 
this day’ 


Sir,—Al most annually since the 
war there have been resolutions 
calling for public relations for 
advertising. 

But what follows the fiery 
speeches? Certainly no action. 

The advertising clubs are meet- 


ing at Harrogate a week hence, 


and no doubt there will be more 
eloquent explanation of how ad- 
vertising could “sell” itself to the 
public. 

What a pity there jis no 
Churchill in advertising to instruct 
the big organisations: “Action 
this day.” 

DONALD SPERRYN, 
Uley, Glos, 


Hard-sellit ng window 
displays needed 


Sir, -With certain notable ex- 
ceptions, few stores have made 
much real progress in display 
since the war. 

Admittedly there has been a 
modern artistic approach to some 
window treatments, but this is 
merely part of the long-haired 
phase through which the nation 
passed after 1945. 

There is room for more move- 
ment, more devices, More genuine 
imagination. 

The shop window should be a 
hard-selling medium. 


J. EveLyn. 
Carnarvon Avenue, 
Enfield, Middlesex. 
THIS WEEK 
Stuart Lewis criticises latest 
posters, page 530. 
NEXT WEEK 


A legal expert will analyse the 
Merchandise Marks Act 


Top of the poll 


. 
talent for Toni 

A new programme for Toni home 
perm started on Radio Luxembourg 
on Sunday evening featuring Ted 
Heath and his full recording band 
with vocalists Lita Roza and Dickie 
Valentine. A recent Melody Maker 
poll put Ted Heath's orchestra as 
the most popular in Britain, Lita 
Roza, the raost popular female 
vocalist and Dickie Valentine the 
favourite male singer. 

Each programme will feature a 
dramatic spot built round = the 
“Toni Twins.” Programme script is 
by Jonquil Antony of “Mrs. Dale’s 
Diary,” and production is by 
Godfrey Howard, head of the radio 
and TV department of Foote, Cone 
& Belding Ltd., the Toni agents. 


. . 

Ad. bibliography 

Books for the Advertising and 
Marketing Man has been published 
by the Advertising Federation of 
America. It contains 1,747 listings 
in 60 different subject classifica- 
tions. It represents an attempt to 
list every book of 100 or more pages 
that has been published in the ad- 
vertising field from 1930 to 1952. 
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. ++ Special 
Supplement 
in the 


FURNISHING 


WORLD 
OCT. 2nn ISSUE 


Ring Chancery 8844 
NOW for SPACE 


Journal-stores 


ublicity li 
Pp y link 

Shopping magazine is to conduct 
a co-operative feature tying up with 
leading provincial stores throughout 
the country. The first eight editorial 
pages of each issue, starting next 
month, will be devoted to a review 
of a particular store. 

During that month special win- 
dow displays linking up with the 
feature will be organised at the 
store. There will be fashion parades 
spotlighting some of the garments 
mentioned in the magazine and three 
thousand copies of Shopping will be 
sent to the stores current account 
customers. 

The October issue will feature 
Griffen and Spalding of Nottingham 
and the November issuc, Kendal 
Milne of Manchester. Tie-up ar- 
rangements have been made with 
stores for the whole of 1954. 


Instruction in 


. 
resentation 

W. Harold Butler, technical pro- 
duction manager of Saward Baker 
and chairman of the Publicity Club 
of London, is continuing his task 
of instrusctor in advertisement pre- 
sentation and reproduction at the 
North Western Polytechnic this 
coming winter. 

Although this class is intended 
primarily for candidates for the Ad- 
vertising Association's intermediate 
examination, it is open to all, A 
special advantage is that there is a 
printing works on the premises. 

The class starts on September 30 
and enrolling is on September 21 
and 22 at the North Western Poly- 
technic, Prince of Wales Road, 
Kentish Town, N.W. 


Ads. which are 
worth repeating 
A full page four-colour adver- 
tisement for gherkins, in a Wash- 
ington newspaper, carricd a 3-D 
photograph and gave off a gherkin 
smell, the printing ink having been 
flavoured with spice, according to 
a report in the Aftenposten. It was 
stated to have had stimulated a big 
demand. 


SELL-ected circulation guarantees you readership among BUYERS 
who are paid to buy corsetry and underwear merchandise. 


Apply for particulars to 47 Hertford Street, Mayfair, London, W.! Tel.: HYD 75578 
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What the Tycoons saw... 


Pullman Limousine 


Base mee cremmots poy mmm 


meenes sre coremrer 


Television Space for Sale 


Get tales campers om 6 nevenel wale The priblne 
tame of the Telerme Advwory Commer © repent 
ay ell prove, theretore, to be ihe wgoa for a sper of 
exgotianions berween the groupe the: have epphed for 
cmmmmmar na) whe regan be erm e 
opphcanss have w far come ow om 
Mirren growp and une Asn arcd 


epron of The Tomes and ihe ew 
Corte magenine groups are 


Tiere whe duepprove of 
oman ted 

+ * private Company, eet up 
apital of (100, the thet of ae 


...In their favourite paper 


. .. an invitation to travel in the Humber Pullman Limousine, 
placed in a prominent position where Tycoons could hardly 
fail to see it. Discriminating advertisers, like Humber,* 
know where to find Tycoons, know that the most omnipotent 
are to be found amongst the 50,000 readers of THE ECONOMIST 
Latest ABC certificate, 49,972—first half, 1953.) 

Tycoons indulge in cars, cars to glide silently in, cars to 
“run about ”’ in, cars to go shooting in; also, cars to move 


rapidly and commodiously in from board-room to board- 
room, cars for “ travellers ” to travel in . . . Tycoons buy a 
lot of cars for themselves and the companies they control. 

That is why in the pages of THE ECONOMIST you will find 
so distinguished a company of advertisers both of personal 
luxuries and capital goods and services—Tycoons buy both! 


* Basil Butler Co. Ltd the advertising agents of the Rootes Group 


The Economist 


22 RYDER STREET - LONDON SWI 
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HAVE YOU EVER HEARD of Solomon’s Seal, the 


plant you see above ? It gets its name from the scars which are left on the underground 


part of the stem as each year’s shoots die down—they look like the impression left by a 


seal in a blob of sealing wax. Perhaps your neighbour has one in his garden? Dig it up. 


You'll find we're right. 


HOWEVER, THAT’S ABSOLUTELY NOTHING to a 


little green plant which comes from the Oxfordshire lanes. 


It springs up quarterly. The more you pick it the faster it 


spreads. Its leaves flutter beneath the fingers. Its flowers 


(and this is amazing) take the shape of its annual ABC 


returns—current version 83,000 and still growing fast. 


Some call it Media Miracula Popularis. 


Some call it— 


The Countryman 
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Newsprint control: Statement eapected 


when talks are resumed next month 


SIR ERIC BOWATER, E. J. ROBERTSON 


PLUMP FOR ‘FREE ENTERPRISE’ 


A important announcement about the future of newspriot 
rationing is expected when discussions between the News- 
print Supply Company and the new Minister of Materials, Lord 
Woolton, are resumed next month. 


This was revealed by F. P. 
Bishop, M.P., general manager. 
Newsprint Supply Company, be- 
fore he left for Canada on 
Tuesday for discussions with re- 
presentatives of the Canadian 
mills. 

Mr. Bishop was commenting 
on a Daily Express report that Sir 
Eric Bowater, founder of the 
Bowater Paper Corporation had 
strongly urged that the decon- 


trol of newsprint would be in” 


the best interests of the news- 
print industry. 
Sir Eric had stated: 

“There would appear to be 
no longer any shortage of 
newsprint, supply and demand 
being substantially in balance. 
| have no_ up-to-the-minute 
figures of stocks of newsprint 
in Britain, but in current cir- 
cumstances six weeks’ stock 
would appear adequate. 


“I am an advocate of free 
enterprise and believe that 
Government intervention § in 
industry, including our own 
industry, is no longer neces- 


sary. I am firm in my belief 
that industry should now be 
free to manage its own 
affairs.” 


Strong support for this con- 
tention comes from E. J. Robert- 
son, chairman, Express group. 

Pointing out that the Express 
group has for a long time cam- 
paigned for the removal of con- 
trols from: many commodities, 
Mr. Robertson told ADVERTISER'S 
WEEKLY: 

“It is anomalous that for 
about three years periodicals 
could be of any size they liked. 
During that time, advertising 
revenue has increased’ enor- 


@ Continued overleaf 


IPA AT THE 
MANSION HOUSE 


An important policy statement is 
likely to be made at the dinner 
which the Institute of Incorpor- 
ated Practitioners in Advertis- 
ing will hold, for the first time, 
at the Mansion House next 
Wednesday. 

The dinner is taking place in the 
Mansion House, by  permis- 
sion of Sir Rupert De la Bére, 
Lord Mayor of London, who 
will be the principal guest. 

Speakers, in addition to the Lord 
Mayor and Hubert Oughton, 
president of the Ins itute, will 
include Sir Christopher Chan- 
cellor, general manager of 
Reuter's; Malcolm Muggeridge, 
editor of “Punch”; and T. F. 
Clarke, L1.P.A. council mem- 
ber, and immediate past presi- 
dent of the City Livery Club. 

It is likely that the president will 
make an important reference to 
competitive televis'on. 


W. R. Derwent 
and J. B. Morrell 


are honoured 


A luncheon was held yester- 
day (Wednesday) at the Savoy by 
Westminster Press Provincial 
Newspapers Ltd. in honour of 
W. R. Derwent, retiring managing 
director, and J. B. Morrell, retir- 
ing chairman. 

The Hon. Mrs. KR. Campbell- 
Preston, chairman of the group, 
presided and proposed the health 
of the guests. She was supported 
by R. Gray, editor, Northern 
Echo, and O. B. Stokes, editor, 
Yorkshire Observer 


New daily will 


name products 

Products wil! be named in the 
news columns of the new daily 
paper The Recorder, irrespective 
of whether they are advertised or 
not. 

This is disclosed by William J. 
Brittain in a “Guest Column” 
article on page S00 

In a statement this week Mr. 
Brittain says Neither Lord 
Beaverbrok nor any other press 
lord has any connection, financial 
or otherwise, with The Recorder.” 


an extremely 
economic rate 


PEPSI-COLA 
AGENTS NAMED 


Masius & Fergusson Ltd. 
are to handle the advertising 
for Pepsi-Cola. 

They have been appointed 
by Pepsi-Cola Ltd. and the 
Schweppes subsidiary com- 

any the Park Bottling Co., 
Ad., who are the main 
authorised bottlers and distri- 
butors of Pepsi-Cola in the 
U.K. 

With agents now appointed 
for all the leading brands, and 
sugar coming off the ration 
any day now it is anticipated 
that heavy advertising for soft 
drinks will break next month 
with a peak being reached 
by Christmas. 


‘Daz’ in women’s 


. 
magazines 

Daz is to be advertised for the 
first time in women’s magazines 
as from October 

The Daz poster will be repro- 
duced as a full colour ad, and a 
line of small type at the foot of 
the page will announce: “Please 
note—Daz is not vet available in 
some districts.” 

Lambe & Robinson Ltd. are the 
agents, 


the specialist in selling to 


men — Innaan 
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ADVERTISER’S WEEKLY 
‘Two Freds’ match 


OVER £2,500 
FOR NABS 


A record sum of well over 
£2,500 for the National Ad- 
vertising Benevolent Fund will 
be realised from this year’s 
Two Freds’ match at Hurling- 
ham. In addition to a record 
total, there was the biggest 
ever attendance. 

The programme alone this 
year raised £1,700; the auction 
produced £425; and the sale of 
ticket» another £400. 

The match was drawn. Adver- 
tisers and Agents made 208 (best 
scores—H. W. Louis 81, J. H. 
Clark 19, F. H. Bernard 18, 
bowling—P. Nicholas 3-——-15, 
and V. Jenkins 4-53. The Press 
and Print team, captained by 
H. H. I. Gibbons, made 196 for 
7 wickets (best scores — V. 
Jenkins 78 (not out), J. W. A. 
Stephenson 41, P. F. Ballance 
24; bowling—J. Anthonisz 3—26 
and G. Pank 3--42. 

Following the match Andrew 
Milne introduced George Clark- 
son, hon. secretary of N.A.BS., 
and chairman of the cricket 
match committee, and Fred 
Slaughter, who thanked N.A.B.S. 
for the honour of naming a pen- 
sion after him. 

The auctioneer was Harold 
Fish who opened in fine style by 
selling George Clarkson a small 
toy for £5. Other notable sums 
included £24 for a camera and 
over £20 for a portable radio set 
which was bought by Miss J. A. 
Reynolds, last year’s president 
of N.A.B.S. 

Leon Goodman, on his way to 


@ continued from previous page 


the United States, sent a cheque 
for £5 with instructions that it 
could be offered for anything in 
the auction. Other £5 donations 
have been received from L. S. 
Jay, advertisement director of 
Johnnie Walker, and J. W. Parris 
of G. Street & Co., Ltd., on be- 
half of Martell brandy. 

A further £100 is expected to 
be raised from a competition 
for a cricket bat which was 
autographed by both the Aus- 
tralian and England Test teams. 
Over £60 is expected from the 
“incentives” scheme. 

A fourth list of donors to the 
auction jncludes: Aristoc Ltd. (E. 
Philip Allen), Dearborn, Mather 
& Crowther Ltd. (Tom Morison), 
Spa Brushes Ltd. (K. C. M. 
Macintyre), Walt Disney Mickey 
Mouse Ltd. (E. J. Davis), Tan- 
queray Gordon & Co., Ltd., The 
Yeast Pac Co., Ltd., H. A. Shep- 
pard Co., Metro-Goldwyn-Mayer 
Pictures Ltd., Longmans Ltd. and 
W. E. Webster. 


Pictured at the ‘‘Two Freds’ Match” are (left to right) Pat Auld, 

captain of the Advertisers and Agents team, Sir Miles Thomas, 

N.A.B.S. president, Andrew Milne, chairman of the Fleet Street 

Column Club, Ray Nash, hon. secretary of the match, and George 

Clarkson, hon. secretary of N.A.B.S.; Harold Fish, auctioneer, 

encourages the bidding for a ‘‘valuable bottle’; and Fred Slaughter, 
one of the “Two Freds,” speaking prior to the auction. 


ALL SPONSORED TIME SOLD 
ON IRISH RADIO 


All time available to spon- 
sors on Radio Eireann has now 
been sold. Segments not at pre- 
sent occupied have been booked 
for new advertisers scheduled to 
take the air within the next few 
weeks, 

This has created a fresh pro- 
blem for Irish radio authorities 
since a number of other spon- 
sors, including some important 
national organisations, are re- 
ported to be interested in acquir- 
ing air time. Under the present 
set-up the station is not per- 
mitted to sell time other than 


Newsprint: ‘No further increase in supply 
possible this year’ says F. P. Bishop 


mously—very largely at the ex- 
pense of the newspapers.” 

He said that rationing, which 
involved much waste of time, 
work, and money by civil 
servants and even by the staff 
of the Newsprint Supply Com- 
pany, was no longer necessary 
at a time when more than 90 
per cent of papers were not 
using all their paper allocation. 

Mr. Robertson believed that 
if paper were decontrolled there 
would be hardly any increase in 
the total amount used. There 
were only about ten or a dozen 
papers in Great Britain that 
really wanted more paper, and 
decontrol would merely mean 
that these papers would get back 
the advertising which they had 
not been able to accommodate 
and which had _ consequently 
“overflowed” to other papers. 

Mr. Bishop, asked to comment 
on Sir Eric Bowater’s views, 
stated: 

“It is true, as Sir Eric has 
said, that supply and demand 
appear at the moment to be in 
balance. Certainly, that is so 


in this country, with rationing 
based on the eight-page level. 

“It is quite true that the great 
majority of newspapers in this 
country are for all practical pur- 
poses now free from rationing, 
because they are not using the 
full number of pages they are 
permitted. A minority of news- 
papers, including some of the 
largest ones, are still embar- 
rassed by the limitation § of 
pages, and would like to be free 
to publish more. What effect 
this would have on consumption 
is a matter of guesswork, but 
some people think that the effect 
would be very small. 

“One thing certain is that there 
can be no further increase in sup- 
ply this year. We have already 
contracted to buy from all avail- 
able sources every ton we can get. 

“Looking a little further into 
the future, the level of consump- 
tion may of course be sharply 
affected by different factors, in- 
cluding, notably, the price of 
newsprint. = may also be 
subject to uctuation for 
different reasons, e¢g., the 


balance of payments position. 
For these reasons it is not easy 
to forecast conditions over a 
long period, and in the light of 
past experience it would hardly 
be safe to assume that the pre- 
sent balance of supply and de- 
mand will necessarily continue. 

“There are certain fundamen- 
tals which require to be satisfied 
when freedom is restored. One 
is that the smaller users—the 
provincials and weekly papers 
throughout the country—should 
be assured of their supply. 

“These and other factors are 
under consideration in negotia- 
tions that are now going on be- 
tween the Newsprint Supply 
Company and the Minister of 
Materials, and it is expected 
that some announcement about 
the future of controls may be 
made when these discussions 
with the new Minister, Lord 
Woolton, are resumed next 
month.” 

Mr. Bishop said that he ex- 
pects to be away about three 
weeks. 


in the mornings, at lunch-time 
and the nightly 30 minutes 
which is permanently held by 
the Irish Hospitals Sweepstake 
organisation, 

The station's director, Maurice 
Gorham, and his sponsored pro- 
gramme officer, P. R. Geog- 
hegan, cannot help the adver- 
tisers, but the whole problem is 
now being referred to the three- 
man Broadcasting Council who 
can advise the Government 
whether they think it in the 
public interest to either extend 
the hours of broadcasting and 
sell extra time, or grant some 
further time from the existing 
broadcasting period. 

In Dublin it is believed that 
the first solution may be 
accepted as sponsors are press- 
ing for late-night time, and also 
added time in the afternoons 
when the station is ordinarily 
closed. 


Poor response 
to challenge 
on publicity 


Collective publicity for eggs 
and poultry is likely to end 
shortly. 

The industry has not re- 
sponded to the challenge of 
Poultry and Egg Publicity (PEP) 
reported in ADVERTISER'S WEEKLY 
on August 6. 

Answers to the questionnaire 
sent out last month have con- 
vinced the management commit- 
tee of PEP that funds will be 
spasmodic and meagre. The 
committee has, therefore, re- 
signed with a recommendation 
to the PEP foundation commit- 
tee that the scheme should be 
placed in a state of abeyance. 

The foundation committee is 
due to meet at the end of this 
month. 
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ISBA lists comparative press 
PUBLISHERS PROMISE REDUCTIONS ————_—__- —— 


| gree eng have given assurances to the Incorporated 
Society of British Advertisers that as soon as advertisement 
rate reductions are economically practicable they will be put 
into effect. This is stated in the current issue of ISBA’S “News- 
Sheet,” which discusses the cost of press advertising and gives 
comparative figures for national daily and Suoday newspapers. 


At a recent meeting of the 
Society’s advertising rates com- 
mittee the view was expressed 
that up-to-date information on 
rates, circulations and costs per 
1,000 readers of the principal 
papers and magazines would be 
useful to advertisers. 

The News-Sheer lists the fol- 
lowing figures which give respec- 
tively: the circulation at Septem- 
ber 1, 1953, based on the A.B.C. 
figure for the previous six 
months; the rate per s.c.i.; and 
the cost per s.c.i, per 1,000: 

Daily Express: 4,077,835, £25, 


1:47d. 

Daily Herald: 1,872,805, £15, 
1-92d. 

Daily Mail: 2,173,917, £18 10s., 
. 

Daily Telegraph: 1,005,101, 
£13, 3-1d. 

News Chronicle: 1,355,600, £13, 
» 

The Times: 225,213, £7, 7:46d. 

Manchester Guardian: 136,892, 
£2 10s., 438d. 


Daily Mirror: 4,535,687, 
£17 3s. 8d., 0-91d. 

Daily Sketch: 925,000, £8, 
2-07d. 

Daily Worker: 91,355, £1 5s., 
328d. 

Empire News: 1,961,052, 


£16 10s., 2-02d. 
News of the World: 8,168,820, 
£27 10s., 0-81d. 
Observer. 475.609, £11, 5-55d. 
People: 5,129,137, £25, 1:17d. 


Reynolds News: 689,466, £5, 
1-74d. 

Sunday Chronicle: 897,886, 
£11, 2°94d. 

Sunday Graphic: 1,125,554, 
£13 6s. 8d., 2°84d. 

Sunday Dispatch: 2,743,749, 
£17 10s.. 1°53d. 

Sunday Express: 3,246,845, 
£22 10s., 1-66d. 

Sunday Pictorial: 5,262,856, 


£22 14s. Id., 1-08d. 


Sunday Times: 531,566, £15, 
677d. 

Evening News: 1,503,293, £16, 
2-55d. 

Evening Standard: 777,669, £11, 
3:39d 


Star: 1,117,975, £11 10s., 2°47d. 

The comparative costs shown in 
the tables have been based on the 
familiar single-column inch yard- 
stick, it is pointed out, no account 
being taken of special rates for 
large spaces and solus positions the 
availability of which depends to a 
large extent on the newsprint supply 
position. These are clearly in a 
class by themselves, and whilst they 
materially reduce the cost per single- 
column inch, they do not lend them- 
selves to the uniform method of 
comparison adopted. Nor have 
other facts been considered that 
might be taken into account when 
assessing the advertising value of a 


medium as, for example, class 
readership, estimated number of 
readers per copy, size of column 
width or unproductive circulation. 

The News-Sheet adds: “The 


1.S.B.A. does not question the right _ 


of a newspaper or magazine pro- 
prictor to fix the rates at which 
advertising space in his publication 
shall be sold. In certain cases where 
they have been found to be out of 
all proportion to the value of the 
publication as an_ advertising 
medium, the Society has made repre- 
sentations to the publishers and has 
notified its members accordingly. 
For the most part, however, it is 
for the advertiser himself to decide 
whether rates are economic and his 


‘GRAPHIC’? CUT 
AD. RATES 


As from October 4, when 
the “Sunday Graphic” will 
again be produced in London, 
its advertisement rate will be 
reduced by nearly £1 to 
£12 10s. per col. inch. 

Space will be sold by the 
col. inch, not by fractions of 
a page as hitherto. 

Length of column will be 
increased from 134 to 16 in. 


interpretation of economic must 
depend largely on the nature of his 
business. 

“We have noted with satisfaction 
the concessions made by some news- 
papers in recent months and we 
hope that they will be generally 
emulated, 

“That publishers are alive to the 
importance of retaining the good- 
will of advertisers in face of grow- 
ing competition from other media is 
manifest in the assurances given us 
that just as soon as rate reductions 
are economically practicable, they 
will put into effect. 


The pack of the first quick frozen 


citrus juice concentrate to be 
produced and marketed in this 
courtry, This six fluid ounce tin 


of Birds Eye lemonade concen- 
trate will make 1-5 pints of bever- 
age. 


Pe 
‘WHEN ECONOMICALLY PRACTICABLE’ | 


ADVERTISER'S WEEKLY 


ad. costs 


A section of the “Manchester Guardian's” 


Family Album exhibition. 


‘Family Album’ PR To-day and 


exhibition 


Entitled “Family Album,” an 
exhibition providing a “pano- 
rama of family life from 1821 to 
the present day” will be shown 
by the Manchester Guardian at 
the Central Library, Newcastle 
upon Tyne, from to-morrow (Fri- 
day) throughout next week. 
1821 was the year in which the 
Guardian was founded. 

The exhibit, which was de- 
signed by London Press Ex- 
change and carried out by Print 
Processes (A. & H.) Ltd., con- 
sists of five panels, cach about 
6 ft. wide by 4 ft. 6 in. deep, on 
legs, each panel representing a 
period: 1821-71, 1872-1901, 
1902-19, 1920-39, and to-day. 
They contain photographs and 
old prints showing fashions, 
furniture, cooking equipment, 
etc., appropriate to the period, 
with captions and a description 
of the social conditions obtain- 
ing at the time. Backgrounds of 
wallpaper and hangings en- 
hance the period atmosphere, 


Pictorial Display 


. 
construct film sets 
The removal of Pictorial Dis- 
play Ltd. from Kings Cross to 
new premises at 26 Westminster 
Bridge Road is now complete. 

The under-cover area of 
24,500 sq. ft. enables the Pic- 
torial Display policy of  pre- 
fabrication of all stands and dis- 
plays to be carried out effec- 
tively and, at the new premises 
visitors can see completed space 
ships, galleons, and stands for 
various exhibitions 


A new development of Pic- 
torial Display is the construction 
of film sets. Th have made 
a site available est lly for the 
purpose of shooting advertising 
films. It is complete with special 
flooring and ample power facili- 
ties.  Advertisir icencies are 
finding it use! tor colour 
photography Recently E, 
Walter Georg: !. have been 
shooting scen ) a Pictorial 
Display kitchen »t jor the Mar- 


ley Tile Co., | 


To-morrow 


‘A.W.’ supplement 


next week 

“Public relations is often mis- 
understood, sometimes abused 
and always difficult to define in 
any precise and satisfactory 
terms. It is not a mysterious 
practice, and despite its critics, 
many of them biased and ill- 
informed, it is now an estab- 
omy element in our national 

e.” 

That is how Sir Miles Thomas, 
chairman of the BOAC and past 
president of the Advertising 
Association, introduces “Pubiic 
Relations — To-day and To- 
morrow” a unique Supplement to 
be published with “Advertiser's 
Weekly” next week. 

Leading P.R. men answer the 

westions. . . . 

What is public relations? 

@ How does it work? 
@ Can it boost production and 
sales? 

Contributors include Sir 
Graham Cunningham, managing 
director, Triplex Safety Glass 
Co., Ltd., Sir Stephen Tallents, 
president, Institute of Public 
Relations, and Ian Harvey, M.P. 

The whole field of public 
relations is surveyed, and media 
and methods are described by 
specialists in each field. 


ADS. AS NEWS 

A fortnightly folder devoted to 
the newslike treatment of adver- 
tising has appeared in Colchester. 

Called Newsads, it consists of 
four folio-size pages of which the 
first two carry paragraphs and 
news items about commodities 
obtainable in the town’s shops; 
and the last two, classified adver- 
tisements. 

R. C. Guscott, the editor, states 
that Newsads is at present aimed 
at people in the £300-£499 income 
group. It is distributed free. For 
the first issue 8,000 copies went 
out. Publishers are Newsads & 
Co., and printers Manor Press, 
both of Colchester, 
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Club News 


Women’s Club 
30th anniversary 


celebration 

Past-presidents of the Women’s 
Advertising Club of London-——-from 
Miss Fielding who was in the chair 
from 1933-44, to Mollie Coglan, 
last year’s president reminisced 
about their terms of office at the 
club’s 30th anniversary celebration. 

Messages were received from Miss 
Sangster (1926/27), Mrs. Mortimer 
(1927/28), Miss Woodward (1930/ 
31), Mrs. Thatcher (1936/37), Miss 
Deans (1938/39), and Miss Kidd 
(1939-43), 

Proposing a toust to all past- 
presidents, Miss Wenmoth, the new 
president, said: “This is an occasion 
where I sit at the feet of my pre- 
decessors. It is a great thrill having 
this domestic evening because I feel 
that it is going to break me in 
gently.” 

She cut a birthday cake which had 
been made for the club by the 
Good Housekeeping Institute. 


Glasgow 
Bert Clarkson wins 
Southwood Cup 


“Bert Clarkson, manager of 
John Swain & Son, won the South- 
wood Cup at the autumn match of 
the Glasgow Publicity Club's Golf 
Circle last week. 

His score of 72 was closely fol- 
lowed by FE. L. Yule (director, 
Osborne-Peacock) with 74 who was 
placed first in the first-class match. 
Fred Greenhill, chartered account- 
ant, with 81 and Alex Girdwood 
(Kemsley) with 82 were second and 
third. 

In the second class match S. 
Miller (advertising manager, Scot- 
tish Co-operative Wholesale Society) 
was first with 72 and D. Wilkic 
(Mail Marketing (Scotland) Ltd.) 
second with 76, 


Wolverhampton 


> on the ecard 


utson, Goodyear's adver- 


. 
“Tishy 

Roy F 
tising Manager, is expecting a record 
gathering for this (Thursday) even- 


me's meeting of 
Publicity Club. 

Tom Webster, the News 
Chronicle's sports cartoonist is guest 
of honour and principal speaker. 
Born in Wolverhampton he made his 
start there. Many prominent adver- 
tising and newspaper men of the 
Wolverhampton-Birmingham area 
have promised to attend, 

The invitation to the meeting was 
illustrated by a drawing of “Tishy,” 
Tom Webster's problem horse. 


Wolverhampton 


Regent 
Speaking group 


The first meeting of the public 
speaking group of the Regent Ad- 
vertising Club will be held next 
Thursday. The group this year will 
be under the chairmanship of Hal 
Saward 

An invitation has been sent by 
Frank H. Waters, president of the 
Club, to all Regent members to “set 
the ball rolling” at a “get together” 
to-morrow (Friday), to launch the 
Club's winter programme. The 
“get together” will be held at the 
Club premises, la Chesterfield Street, 
Mayfair, beginning at 6 p.m. 
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Competitors at the Illustrated Newspapers’ Golf Meeting. This group, seen at the Royal Mid-Surrey Golf Club, 
Richmond, includes many prominent people both in the publishing and business worlds. There were 62 guests. 


Among those in the front row are H. Tingay—managing director of Illustrated Newspapers, A, 


Cc. S. Irwin 


Co. (winner of the “Sphere” cup), W. C. Nisbett—managing director of Illustrated Newspapers, A. C. S. Irwin 
director of Illustrated Newspapers, G. P. Jackson—managing director of G. Street & Co., D. Blair and P. H. Hogg. 


Players at the Glasgow Club's Golf Circle meeting, left to right: (back row) 
J. E. Hastings (P. A. Menzies (Advertising)), W. Ballantyne (Glasgow 
manager, ““Scotsman’’), Tom Fairbairn (director, John Miller, printers’ 
Angus MeaLaren (Glasgow representative, Hopwoods), Peter Wiseman 
(Glasgow representative, ‘‘Tailor & Cutter’), Wm. McLeod (sales director, 
“Business Dictionary’), Peter Cornin (Glasgow representative, ‘‘Drapers’ 
Record”); (middle row) Jas. Jack (Watson-Brown Advertising), “Mac” 
Menzies (director, P. A. Menzies), Alex, Girdwood (Kemsley), Wm. Fair- 
bairn (director, John Miller), Bert Clarkson (manager, John Swain & Son), 
S. Nicol (Newnes), John Chilcott (Studio Swains), S. Miller (advertising 
manager, S.C.W.S.), Mr. McQueen (Iliffe); (front row) E. L. (Teddy) Yule 
(director, Osborne-Peacock), G. H. Paskell (City Engravers), Fred Green- 
hill (C.A.), E. A. McLundie (City Glass Co.), George Spencer (advertising 
manager, “Scotsman"), J. McLeod (director, Emmett Ltd.), D. Wilkie 
(manager, Mail Marketing Lid.), and Douglas Hamilton (Scottish manager, 
Benn Brothers). 
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ADVERTISING DIARY 


y, September 18. Annual! 
INSTITUTE or INCORPORATED lin. 8.15 
PRACTITIONERS IN ADVERTISING. REGENT ADVERTISING CLus 
Week-end course. Oxford (umil Eric Ferguson on “Advertisement 
Sapees. a a design” (educational lecture) 
OUNG EWSPAPERMEN’S $s0- Wednesday, September 23. 

CIATION annual conference. Llan- inssrrure or INCORP RATED 
dudno (until Sunday) PRACTITIONERS IN ADVERTISING 
ReGent ADVERTISING dinner. Mansion House. 7 pm 
“Get-together. 6 p.m ADVERTISING CLUB OF OxFoRD 
M ptember 21 Archibald Crawford, QC. on 
“Speech the ‘prime mover’ in 
industry and commerce.”’ City Res- 

taurant. 6.30 p.m 
Thursday, September 24. 
Barrish Dimecr Mai Apvertis- 
ING ASSOCIATION. Lunch and annual 
INCORPORATED meeting. Criterion Restaurant. 1 
ADVERTISING p.m 
Fr day, 


mecting. Metropole, Dub- 
p.m 


Cus. 
Pusuicity Ciusp oF LONDON 
Annual meetin and “Get-to- 
gether.” Waldorf Hotel. 6.30 p.m. 
Pusticiry CLUB OF SHEFFIELD. 
Annual mecting and cartoon film 
show 


y, September 
INSTITUTE or 
PRACTITIONERS IN 

Gore Cirecie, Autumn mecting 25. 
Addington G.C ADVERTISING CLUBS’ CONFERENCE. 
Pusuicitry CLus oF Harrogate (until Monday) 
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Im brief... 


Christmas lunch of the Aldwych 
Club will be held on December 22. 
.. . Captain W. R. Colbeck, marine 
surveyor of the Mersey Docks and 
Harbour Board, told the members 
of the Liverpool & District Publicity 
Association at their September 
luncheon meeting how he will raise 
the “Empress of Canada” which lies 
burned out in the Liverpool] Docks 
in SO feet of water. 


IReLAND 
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London 
a 


’ 
‘Get-together’ 

The Publicity Club of London 
will combine business with pleasure 
when they open their winter season 
at the Waldorf Hotel on Monday. 

After the Club’s annual general 
meeting, the first to be held under 
the revised rules, W. Harold Butler, 
this year’s chairman, will receive 
members and friends for the an- 
nual “get-together.” 


G°-O-cLoF 


Keen contest for 


‘ 

‘The Sphere’ cup 

The directors of Ilustrated News- 
papers, Ltd., proprietors of The 
Sphere, held their annual Invitation 
Golf Meeting at the Royal Mid- 
Surrey Golf Club at Richmond. 

This event has taken place every 
year (with the exception of the war 
years) since 1926, and many promi- 
nent figures in the publishing and 
business worlds gather at the Club 
to take part in the medal compe- 
tition for The Sphere Challenge 
Cup. At this year’s meeting the 
Cup was won by C. G. Hayman 
with a score of 69 (one of the 
lowest ever returned), while P. H. 
Hogg, of John Haig Ltd., was 
runner-up with a score of 71. A 
special prize for the best score 
under handicap for nine secret 
holes was won by G. W. Pang- 
bourne, whose net score was 344, 
while the winners of the two-ball 
bogey foursomes were G. P. Jack- 
son and D. Blair. 


NAGS and the 
Ryder Cup 


An unexpected cancellation of the 
arrangements made by the News- 
paper and Advertisers’ Golfing 
Society for a special tent at Went- 
worth during the Ryder Cup com- 
petition is announced by Philip 
Hudgell, N.A.G.S. secretary. After 
a circular had been sent to mem- 
bers last week, he was told by the 
Wentworth G.C. that applications 
for special facilities had been so 
heavy that the club had decided 
none could be granted. 

Cheques already received from 
N.A.G.S. members will therefore be 
returned as soon as possible. 

Mr. Hudgell has, however, 60 
tickets to watch the match. At £1 
each these cover entry to the course 
for the two days Friday and Satur- 
day, October 2 and 3. Applica- 
tions for these from members will 
be treated in the order received by 
Mr. Hudgell, at May Cottage, 
Laleham, Staines, Middlesex. 


Regent’s autumn 
meeting 


The autumn meeting of the 
Regent Advertising Golfing Society 
will be held at Addington Palace 
Golf Club commencing 2.30 p.m. 
on Saturday, September 26. 
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Social programme for 
Clubs’ Conference 


A full social programme has 
been arranged in connection 
with the Advertising Clubs’ 
Conference at Harrogate, Sep- 
tember 25 to 28. 

Through the generosity of the 
sponsors of the Conference dele- 
gates will be guests at a number 


of functions throughout the 
week-end. 
A day of golf has been 


arranged for the Friday at the 
Harrogate Golf Club, Starbeck. 
In the morning play will com- 
mence at 9.30 a.m. in the four- 
ball bogey competition for the 
inter-advertising clubs challenge 
bowl presented by the Leicester 
Evening Mail. Players have been 
invited to lunch when they will 
meet the members of the Harro- 
gate Golf Club team. During the 
afternoon there will be a team 
match against the Harrogate 
Golf Club. 

On Friday evening delegates 
are invited to a civic reception 
by the Mayor and Mayoress of 
Harrogate at the Grand Hotel. 
The reception will be followed 
by dancing until 1 a.m. 


Guests at lunch 


All attending the Conference 
will be guests of the Conference 
sponsors at a luncheon in the 
Grand Hotel on _ Saturday. 
During the afternoon there will 
be a special attraction for the 
ladies. A mannequin: parade will 
be held in the main ballroom 
of the Grand Hotel. The parade 
has been arranged by 
McDonalds of Harrogate and 
will be followed by tea. 

On Saturday evening delegates 
will be the guests of London 
Express Newspaper Ltd. at a 
dinner and dance at the Grand 
Hotel. 

Again on Sunday all delegates 
will be guests of the Conference 
sponsors at a luncheon to be 
held in the Grand Hotel. In the 
afternoon the ladies will be the 
guests of the West Yorkshire 
Road Car Company Ltd. for a 
coach tour of Wharfedale, stop- 
ping for tea at Burnsall. 


Sunday banquet 


On Sunday evening everyone 
attending the Conference is in- 
vited by the Conference sponsors 
to attend a banquet at the Grand 
Hotel. 

Preparations for these events 
have now been going on for 
some weeks and everything pos- 
sible has been done to ensure 
that everyone will have a really 
good time during their leisure 
hours. 

At the 8th Session of the Con- 
ference on Sunday afternoon, 
the chair will be taken by C. 
Roderick Gallant, chairman of 
the Publicity Club of Leeds. 

The speaker will be W. J. 
Leaper. general secretary of the 


Solus Outdoor Advertising Asso- 
ciation, whose subject will be 
“The Merchandise Marks Acts 


in Relation to Standards of 
Advertising Practice.” 

Registrations for the Confer- 
ence continue to be received in 
an encouraging volume. 

William Rogers, a_ 1951 
diploma winner, is the Manchester 
Publicity Association’s delegate to 
Harrogate under the Time 
scheme. Formerly on the editorial 
staff at Withy Grove he is now a 
representative for the Manchester 
Evening Chronicle and respon- 
sible for radio, TV and car sales 
advertising. 

Peterborough Publicity Club 
have chosen T. Cooke, who 
joined the accounts department 
of Rooster Publicity Ltd., in 1949 
and was subsequently trained as 
assistant production manager. In 
1952 he was appointed produc- 
tion manager and became respon- 
sible for a number of accounts 
including those of The Hotpoint 
Electric Appliance Co., Ltd., and 
the International Refrigerator 
Co. Early this year he became 
media manager and is now res- 
ponsible for all Rooster’s space 


booking. 
Contributions 

Contributions to the Confer- 
ence include: Associated News- 
papers Ltd., £100; Batchelors 
Peas Ltd., £105; Benn Bros., 
£10 10s.; Daily Herald, £50; 
Emmott & Co., £5; the Engin- 
eers’ Digest, £50; Huddersfield 
Examiner, £10 10s.; lliffe & Sons 
Ltd., £10 10s.; Industrial News- 
papers Ltd., £5; John Mackintosh 
& Sons, £10 10s.; Manchester 
Guardian, £5 5s.; Reader's Digest, 
£5; Temple Press, £21; Thawpit 
Ltd., £50. 


de Grunwald to 
advise CPV 


Dimitri de Grunwald has come 
to an arrangement vith Colman, 
Prentis & Varley Ltd. by which 
he is personally to advise the 
agency on all aspects of film 
advertising. 

This agreement is on a purely 
personal basis and will not, of 
course, preclude Screenspace 
Ltd., of which Mr. de Grunwald 
is chairman and managing direc- 
tor, from continuing in associa- 
tion with Andre Sarrut to make 
films and filmlets for other ad- 
vertisers and agents. Similarly, 
this leaves C.P.V. free to employ 
any film company they like for 


film production, but Mr. de 
Grunwald’s production knowl- 
edge would be available to 
C.P.V. in all cases. 
Magazine for the 
stockists 
The first issue of Timecraft 


which goes out to over 3,000 stock- 
ists from Smiths English Clocks 
Lid. has now been published. It is 
the successor to Smiths Times and 
is designed and written by Scientific 
Publicity Ltd. The cover was de- 
signed by Roland Collins who was 
also responsible for layout. 


Willing's 
been appointed to handle the public 


Press Service Ltd. have 


relations as well as the advertising, 
for which they have been respon- 
sible since 1951, for the annual 
National Schoolboy's Own Exhibi- 
tion. It will be held this year at 
the Horticultural Halls, Wesiminster, 
from December 3\ to January 13. 
Illustrated is this year's catalogue 
cover, the design of which will also 
be adapted for press and poster 

advertising. 


OBITUARY 
Curtis W. MeGraw 


Curtis W. McGraw, chairman of 
McGraw-Hill Publishing Co., Ltd., 


London, dicd on Thursday of last 
week. Mr. McGraw was chairman 
of the board and president of 
McGraw-Hill Publishing Co. Inc., 
New York. 


A son of the founder of the com- 
pany, James H. MeGraw, Mr. Curtis 


McGraw succeeded his brother 
James H. McGraw, Jnr., as chair- 
man and president, on the latter's 


resignation in 1950 

Since he joined the McGraw-Hill 
organisation 33 years ago, Mr. 
Curtis McGraw has been identified 
with the activities of the book and 
the publishing companies. 


Lawrence Rees 
Lawrence Rees, one of Kemslcy 
Newspapers’ senior London adver- 
tisement managers died in hospital 


last Wednesday evening. 

Mr. Rees had made a good re- 
covery from a sudden heart trouble 
a few months ago and had only re- 
cently been sppointed ~=London 
advertisement manager of the Daily 
Dispatch. Previously he held a 
similar position for the Scottish 
Daily Record and the Aberdeen 
Press & Journal 

The son of a former editor of 
the Sunday Times, Mr. Rees served 
in the London ady sement de- 
partment of Kem! Newspapers 
since May, 1929, beginning on the 
Manchester Evenine € hronicle. 

He was taken ldenly il) with 
appendicitis a forimeht or so ago, 
made a good from an 
operation but ! lure super- 
vened. 

Cremation wa Mortlake on 
Monday. Ewart try attended, 
representing Lord Ko uosley. 

A. D. Clark 

Andrew Dic} +. for 28 years 
editor and the Northern 
Times, Golsp hed, aged 74. 
He began h on the Alloa 
Herald and » ‘9 years on the 


Northern Tim 
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£30,000 
on ads. in 
one day 


Standard Motors on Tuesday 
spent approximately £30,000 
on press advertising to an- 
nounce the new Standard & 
saloon. 

This is thought to be the largest 
sum any advertiser has ever 
spent in one day in Britain. 

Every national daily, London 
evening, provincial morning 
and evening newspaper 
throughout the country carried 
a half-page or maximum size 
advertisement. 

In addition all the motoring 
press this week will carry 
double-page spreads. 

A follow-up scheme is being 
planned but details are not yet 
complete. 

The advertisements were placed 
ga agents, George Cuming 


Commercial TV 
poll result 


The majority of viewers want 
commercial television but have 
no wish to get rid of the B.BC 

This is indicated by the TI 
News commercial television poll 
which drew replies from 13.866 
viewers. 

Although 54 per cent say they 
are not satisfied with the present 
system, 68 per cent would be 
willing to retain it even with in 
creased licence fees On the 
other hand the fact that 70 per 
cent want commercial television, 
even at extra cost, is taken to 
indicate that what viewers want 
most is the opportunity = to 
choose their programmes. 


Before the Tour of 
Britain cycle race, organised by the 
“Daily Express,” every member of 
the French and Walian teams was 
presented with a bottle of Cinzano 
vermouth — by the directors of 
Cinzano (U.K.) Lid., who thought 
it would be a nice gesture to repeat 
the courtesy in Britain, which, for 
many vears, has been a_ tradition 
with the world-famous “Tour de 
France.” The photo shows how the 


sfart of the 


French team carried their Cinzano. 
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Robert Freeman, /iead of the 
Robert Freeman Co., Ltd., and his 
wife, Mrs. Freeman, gave a party 
at their Hill Street, Mayfair, home 
last week to welcome the musical 
artistes, the Chisholm Sisters, who 
are in this country for a brief visit. 
They made their name by pioneer- 
ing classical music in European and 
American variety shows as a piano- 
violin’ combination. The _ picture 
shows the Chisholm sisters with Mr. 
Freeman and his wife who is on the 
extreme right, 


Ken Brdddon _ 


‘The Recorder’ 

Appointments to the staff of the 
advertisement department on the 
new daily paper The Recorder in- 
clude Kenneth Braddon, who joins 
as senior representative. He spent 
the last three years in Manchester 
as northern representative of The 
News of the World, Before the 
war he was with The Star (1933-38) 
and was then appointed advertise- 
ment manager at Mackadden Pub- 
lications. After war service he re- 
turned to Argus Press as financial 
representative of City Press and was 
later appointed advertisement mana- 
ger of Photoplay, Master Detective 
and True Detective. 

Bill Clarke, a representative, be- 
fore joining The Recorder, was ad- 
vertisement manager at The 
National Farmers’ Union head- 
quarters. In this capacity he was 
responsible for a large measure of 
development of the d@ritish Farmer. 

* * 


* 

A. E. J. Walker, Birmingham 
branch manager of Siemens Elec- 
tric Lamps & Supplies Ltd., has 
been appointed sales manager of 
British cares Lamps —_ 

* 


na Logan is to a as a 
ublic relations consultant to News- 
ines, of New Bond Street, W.1 He 
will continue with his present duties 

as publicity controller of the British 
Optical Group. 
- 


* * 

David H. Nicholson has resigned 
his post as information officer with 
T. J. Smith & Nephew Ltd. and 
joined A. BF. L. Mash & Associates, 
London public relations — practi- 
tioners. Mr. Nicholson went to 
Smith & Nephew two years ago as 
manager of their newly-formed 
public relations department. Before 
that he practised as an editorial 
consultant and spent 18 months in 
charge of publicity for Desoutter 
Brothers Ltd. 

a. * * 

G. F. Turner, South Thames 
divisional manager of Van den 
Berghs Ltd., makers of Stork 
margarine, has joined Campbell 
James & Co., Lid., a new Unilever 
marketing company, as general sales 
manager, 


Alan Hess 


leaves 
Austin’s 


Alan Hess, public relations 
officer of the Austin Motor 
‘o., Ltd., for seven years, is 
leaving the company. He says 
his plans for the future are not 
yet finalised. 

No successor has yet been 
named. 

Mr. Hess joined Austin’s from 
the B.B.C, where he was well 
known for his broadcasts of news 
talks, running commentaries and 
interviews, mostly on motoring 
subjects. He holds 149 motor 
records, more than any other 
driver in the world, and was 
leader of the team which drove 
an Austin car round the world 
in 21 days in June 1951. 

A Freeman of the City of 
London, he is also a fellow and 
past-president of the Institute of 
Public - oe 


Brian MacCabe, ry> ing direc- 
tor of Foote, Cone & Belding Ltd., 
London, left by air on Saturday for 
a tour of F.C.B.’s main American 
and Canadian offices in New York, 
Los Angeles, San Francisco, Chicago 
and Montreal. He will attend the 
board meeting of Foote, Cone & 
Belding Inc., U.S.A., of which he is 
a director, and before returning 
early in October will call on a 
number of F.C.B. London's clicnts 
who have offices in the U.S.A. 

* * * 

John C. D. Dodds, on comple- 
tion of his term of service as press 
officer for special Coronation duties 
with the Ministry of Works, has 
joined the Board of Trade as press 
officer for the British Industries 
Fair. In this capacity he will be 
responsible for the compilation and 
distribution of all editorial material 
for the 1954 B.L.F. to be held at 
Earls Court and Olympia, London, 
and Castle Bromwich, Birmingham, 
May 3 


Lord Montagu resigns 


directorship 


Lord Montagu of Beaulieu has re- 
signed his directorship of Voice & 
Vision Ltd. to which he was recently 
appointed. 


* * 

Douglas C. Stephen, who was 
last week elected president of the 
Institute of Journalists at the annual 
conference at Bristol is editor of 
the South Wales Echo at Cardiff. 
He succeeds A. J. Cummings of the 
News Chronicle. 

* * * 

Alun Emlyn-Jones has been ap- 
pointed advertisement and sales 
manager of the South Wales Voice. 

* * * 

Westminster Press — Provincial 
Newspapers announce that L. H. 
Marston has taken over the London 
representation of the Durham 
County Advertiser series, and I. C. 

the Darlington & Stockton 

Times, Lincolnshire Chronicle and 

Wiltshire Gazette. These papers 

were previously represented by the 
late R. My Martin. 
* 

Alex For has arrived hag Ireland 
to take up his appointment as ad- 
vertising manager to Sunbeam- 
Wolsey Ltd., Cork. 


lH 


lH 


Alan Hess D.H. 


‘Belfast Telegraph’ 
reorganisation 


Reorganisation 
death during car race practice at 
Snetterton, Norfolk, on July 25 of 
William Robert Baird, chairman and 
managing director of the Belfast 
Telegraph and allied papers includes 
the following appointments: Chair- 
man of the board, R. M. Sayers; 
joint managing directors, R. M. 
Sayers and Victor Salter; joint 
managing editors, T. McMullan and 
John E. Sayers; assistant editor, W. 
Brownlow White. 

R. M. Sayers has relinquished 
his position as editor-in-chief, but 
Mr. Salter in addition to his new 
responsibilities will continue to act 
as advertising director. 

The late Mr. Baird was the only 
son of Major Sir William Baird, 
and nephew of the late Sir Robert 
Baird, whose father, the late William 
Baird, was one of the founders of 
the firm. W. R. Baird is  sur- 
vived by two sons, who, it is hoped, 
will take their place in duc course at 
the head of the Belfast Telegraph 
organisation. 

. M. Sayers succeeded to 
the editorship in 1939 on the death 
of kis brother, John Sayers, 
whose son, John E. Sayers, is fol- 
lowing in the steps of his uncle and 
father, in a succession which con- 
Stitutes a striking family record. 
This family association with the 
Belfast Telegraph dates back to 1895. 

* * * 

F. A. Paine, Patra’s packaging 
inquiry officer, is leaving for Italy 
next week to address the one-day 
International Food Packaging Con- 
gress held in Parma in conjunction 
with the Foodstuffs Packaging Ex- 
hibition, organised by the Parma 
Fair authorities. Shortly after his 
return to England he leaves for the 
United States to attend a packaging 
course at Fort Belvoir, Virginia, a 
course which covers ge neral aspects 
of military packaging for the U.S. 
Services. 

oe * * 

A. T. Richardson, managing 
editor of the Fifeshire Advertiser 
group for 23 years has retired, but 
will continue as a director of the 
group. Donald R. P. Melntosh 
takes over as managing editor. 

* * - 

René Elvin, of W. S. Crawford 
Ltd., contributes a page article on 
the Strauss festival to the current 
issue of the Radio Times. 


Nicholson 


following the 


Tom Peardon 


Tom W. Peardon has joined the 
publicity department of Thorn 
Electrical Industries and will be 
engaged in dealer co-operation 
activities for Ferguson radio and 
television. He was formerly general 
sales manager of Eugéne Ltd. 

* 


* * 

Mrs. Coris Laird, better known 
to her Fleet Street contacts by her 
former name of Mrs. Coris Hunting- 
ton, has rejoined B.E.A. as a part- 
time press officer. 

* * 

J. P. Mel O'Conner, secretary and 
director of Paul E. Derrick Adver- 
tising Ltd. for seven years, has re- 
signed to become assistant secretary 
at the Institute of Incorporated Prac- 
titioners in Advertising. 

* See Mainly Personal, page 540. 


Two new directors 
for Display Craft 


New directors of Display Craft 
Lid. are Derek Ashford Down and 
Pamela Christine Down. The for- 
mer is the son of H. E. Down, who 
has been director and secretary of 
the company for over 25 years, and 
Miss Down is the daughter of 
Ashford Down, the founder and 
managing director. 

* * * 

Following the link up between 
the Angier Chemical Co., Ltd., and 
Bristol-Myers Co., Ltd., earlier this 
year, J. M. Gambles, jnr., advertis- 
ing manager of Bristol-Myers, has 
now, in addition, taken over the ad- 
vertising managership of Angier 
Chemicals. The companies will still 
retain their individual identities. 

* * * 

A. Bernard (British Industries 
Press) has been appointed advertise- 
ment representative of the Young 
Farmer. He had previously been 
responsible for the advertisements in 
this publication up to a year ago. 

* * * 


A. G. Swatton, who has com- 
pleted S50 years’ service with John 
Haddon & Co., Ltd., is retiring in 
October. Last week our announce- 
ment of a luncheon to him and to 
Jack Bottell suggested that Mr. 
Swatton was already in retirement. 


Leslie Stinton, of Napper, Stinton 
Woolley Ltd., returned to London 
last week-end after conferences with 
Fogra Failte (Irish National Tourist 
Organisation), transport companies 
and Tim O'Neill (Sun Advertising) 
on 1954 campaigns. 

@ More News About People 

on page 54! 
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one person in three 


Every week one family out of every three 
in Great Britain reads the Sunday Pictorial. 
reads the 
For, with an average net sale of 5,262,856, 
the Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 
adult member of the family on the best 
Sunday Pictorial 
advertising day of the week—the day they have 
time to read advertisements at leisure, and 
sales messages sink in. Space in the 
ictorial is exceeding] ) " 
e Ww er y w e e k Sunday Pictori gly economical too 
Compared wit} |° its square inch per 
thousand rate ! increased much less than 


that of any o! Sunday newspaper. 
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‘American advertisers have Man-size mobile 


learned the hard way 
on commercial TV’ 


Back from Chicago, where 
he attended the third world 
conference of the 31 office 
managers of Grant Advertising 
is E. D. Garrott, managing 
director of Grant Advertising 
Lid., London. 

Purpose of the conference was 
two fold: 

1. ‘To compare and discuss ad- 

vertising case-histories — to- 
gether with contemporary 
research techniques, merchan- 
dising methods, commercial 
TV, etc. 
.To further the Grant Inter- 
national policy of global 
communications providing 
quick channels for the ex- 
change of information on the 
markets of the world. 

“One of the most significant 
facts to emerge,” said Mr. 
Garrott, “was that though tastes 
and habits may differ supertici- 
ally, the basic problems of selling 
goods, or services remain the 
same the world over 

“HHlustrations of kissing may not 
be practical for India, because 
kissing in public is taboo, the 
colour blue may not be used in 
Hong Kong because it implies ill- 
luck; it may not be possible to 
use a literal translation of the 
word ‘dip’ in South Africa, be- 
cause the Afrikaans ‘doop’ means 
‘baptise’, But the fact still re- 
mains: people want certain pro- 
ducts for certain reasons and it is 
the advertiser's task to discover 
those reasons and apply them to 
the sale of goods. 


TV teething troubles 


“One of the more controversial 
subjects discussed was, of course, 
the social aspect of commercial 
TV. No one was more surprised 
than myself to discover that 1 
have been able to return to 
London with tangible evidence 
supporting the argument that 
commercial TV need not be syn- 
onymous with social darkness, 

“Now that the initial teething 
troubles have been surmounted, 
now that the original hysteria has 
passed, American advertisers have 
been able to produce programmes 
that are not only elevating but 
thoroughly entertaining. 

“It would not be realistic to 
suggest that this is the natural 
result of a growing social concern 
on the part of advertisers. The 
answer is far more practical, Ad- 
vertisers have learned the hard 


te 


at Radio Show 


Miles Griffin, makers of Rotairs, 
whose new overseas network of 
licensees was recently announced, 
have now opened an exhibitions 
department, and their first pro- 
duction was a man-size special 
mobile in the Radio Show at 
Earl’s Court, for Defiant Radio 
and Television. Dominated by a 
knight in armour on horseback 
(the Defiant trademark) it con- 
sists of three television screens 
suspended in mid-air on each of 
which different moving, coloured 
“pictures” come and go. There 
are comic donkeys, a clown on a 
one-wheel bicycle, a goalkeeper 
diving to save a goal, a horse 
jumping a gate, a dancing girl, 
and a three-piece orchestra. 


The influence 
of design 


The Council of Industrial 
Design, in its annual report, looks 
forward to participating in more 
selective exhibitions overseas. 

“As a direct means of influenc- 
ing manufacturers towards higher 
standards of design and as effec- 
tive promotion of British export 
trade, particularly in those con- 
sumer goods industries whose ex- 
ports are capable of considerable 
expansion.” 


E. D. Garrott, managing director, 

Grant Advertising Litd., explains 

unique features of British media at 

the Grant international conference 
in Chicago. 


way, to their own substantial cost, 
that viewing on the part of con- 
sumers drops alarmingly in the 
face of tasteless commercials and 
feeble programmes. 

“Now that the squiggles of ig- 
norance in face of a new media 
have finally vanished, it is re- 
vealed that competition, by the 
simple virtue of its need for 
audiences, has succeeded in rais- 
ing the standard of entertainment. 
And the new level is encourag- The 
ing.” 


Press comment 

report adds: “There is 
now much evidence that the 
Council's work with the retail 

To speak for trade, particularly in furniture 


ria and soft furnishings, is producing 
competitive TV 


substantial results. The number 
Speakers at the public meeting Of shops stocking better designs 
organised by the Popular Tele- 


has greatly increased and public 
vision Association at Central 


interest in these higher standards 
Hall, Westminster, on September Of design has been well marked. 
28, will be: Gillie Potter, Mar- 


“Interest in design has again 
garet Rawlings, Maurice Win- been greatly stimulated by well 
nick, the Rt. Hon. Walter Elliot, 


informed comment jn the national 
M.P., and Canon C. B. Mort- press and especially in the home 
lock. Chairman will be the Earl magazines and in sections of the 
of Derby. trade press.” 
Plan for school of photography 
* 
A school of photography is to Birmingham College of Art and 
be opened in Birmingham this Crafts, but has its own premises 
month, it was announced at the’ with fully equipped dark room, 
sixth annual exhibition of pro- and studios. Principal of the 
fessional photography of the = school is John Murray, and the 
West Midland Centre, Institute of | school is planned to play an 
British Photographers in Birm- important part in the training of 
ingham. students for professional work in 
The school will cater for both — industrial and advertising photo- 
protessional and amateur students — graphy. 
of photography and will hold Many examples of advertising 
classes for full, part-time and photography were on show at the 
evening students. It has been — exhibition, together with sections 
organised in conjunction with the on industrial photography. 
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A large blown up front cover of the 
current issue was one of the features 


of the “Wireless 


World” stand at 


the Radio Show. 


Radio and TV 


stars visited this 


stand for “208” every day. 


_ Pe 4 


Royston Cornwall designed the 


Bush stand which 


was built by 


Exhibition and General Construction 


Ever Ready had one of the largest 


stands. 


Designed y 


Richard 


Lonsdale-Hands and Associates it 
depicted the glowing symbol of the 
“sun” in an Ever Ready battery. 


A.B.C. Figures 
Jan. to June 1953 


CAMBRIDGESHIRE TIMES GROUP 
65,321 


Copies 
Weekly 


69 Fleet Street, E.C.4 


Head Office: TIMES BUILDINGS, MARCH 
Tel. March 2368/9 
London Representative: W. H. WALMSLEY 
Tel. Central 9353 
Northern Representative: ARNOLD ELLIS 
64 Cromford House, Manchester 4 Tel. Blackfriars 6987 
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House & Garden 


October issue 


Kw whew Kh KK KKK Kh Kh Kh Kh Kh Kh Kh Kh KKK KKK kK 


124 PAGES 


Including ... 


@2 pages of advertising 
25 in four colour 


a HIGHEST EVER -->- 


Certified net sales 
Jan—June 1953 *++* HIGHEST EVER «>>: 
over 40.000 monthly 


Page rate per 1.000 \. -++ LOWEST EVER «+>: 
less than £2.10.0 , ) 
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Scots critics are told of 
British export triumphs 


CRITICISMS of the attitude of the American market to- 

wards Scottish exporters were answered at a meeting of 
the Export Group of Edinburgh Chamber of Commerce by Dr. 
Eric Stoetzner, director of foreign advertising of the New York 


Times. 

A Glasgow exporter said that 
he had sent many letters accom- 
panied by samples to agents in 
the United States and in many 
cases had not even received a 
reply. He said that he knew of 
other exporters having had simi 
lar experiences. 

Other ex- 
porters he 
knew were 
not satisfied 
with the re 
sponse and 
he himself 
had tried the 
American 
market with 
a variety of 
goods but 
with no suc- 
cess. 

Dr. Stoet- 
zner replied 
Dr. Eric Stoetzner thay British 

business men 
were doing quite well in the United 
States if they used American 
methods, if the price was right, 
and if the product itself was 
right. Those were the basic 
statements on which all the Bri- 
lish trade organisations in 
America worked. 


Analysing the market 

He instanced the case of the 
British motor car manufacturers 
who had done so well that they 
surprised the American car in- 
dustry. He suggested their suc- 
cess was due to the fact that 
they took the trouble to analyse 
the American market. 

There was also the cther suc 
cess story of the British travel 
industry. As it was with travel, 
so it was with goods. One had 
to study the situation before go- 
ing ahead with trading endea- 
vours. 


Specific details wanted 


A number of American busi 
ness men complained that they 
got too many general letters 
from British firms, — without 
specific details regarding the 
goods they were offering to sell. 
The American dealer had to be 
convinced that the British ex- 
porter really meart business be 
fore he would commit himself 
Generally speaking, he believed 
American traders answered 
specific questions. 


DERBY’S 
ONLY 
WEEKLY 


| Success stories in 


| house journals 

She!l retailer magazines en- 
courage the use of success 
stories, not only’ about service 
stations and personalities, but 
also about other commercial con- 
cerns that use Shell products, 
Fk. M. Henry, of the Shell Petro- 
leum Co., Ltd.. told the British 
Association of Industria! Editors, 
in a talk on house journals and 
sales promotion. 

The success stories of service 
station proprietors, should, he 
suid, where possible be written 
by them. 

As regards internal house jour- 
nals, their contents should appeal! 
to the majority and not the in 
formed minority. Articles about 
company products, their produc- 
tion, and distribution must not 
be too technical. It was often 
overlooked that a company’s staff 
was a potential sales force. 


Publicity for road 
safety 

Better Roadmanship will be 
the theme of this year’s National 
Road Satety Week to be staged 
from October 17--26. 

Ihe Royal Society for the 
Prevention of Accidents is send- 
ing a brochure to local authori- 
tics and road safety organisations 
giving suggestions for publicity 
campaigns, leaflets, window 
stickers and details of ad. blocks 
and other publicity material 
which is available. All. feature 
the slogan “Better Roadman- 
ship.” 

PPA will help in 

lecture series 

A series of lectures on periodi- 
cal production has been arranged 
by the St. Bride Foundation In- 
stitute in conjunction with the 
Periodical Proprietors Associa- 
tion. 

lo be held on Tuesday even- 
ings at 6.15 p.m, the series will 
start on October 13. 

Lecturers will include John A 
Sibun, production manager, Iliffe 
& Sons Ltd., Ernest Young, pro- 
duction manager of Vogue, S. J. 
Brown, studio manager, Argus 
Press Ltd., and Alex Kroll, art 
editor of House and Garden. 


Derbyshire 


The stands of the Plessey Group of Companies at the Farnborough Air 

Show were designed to illustrate the wide range of equipment produced for 

the aeronautical industry by the Group. Motivated diagrams and models 

were used to explain the complex electronic and mechanical equipment. 
They were designed and ahaa bi Roles & Parker Ltd. 


New ‘Herald’ commodity reports 
series starts with shoe shines 


A new series of commodity 
teports, showing the market to 
be reached through its columns, 
is being prepared by the “Daily 
Herald” for manufacturers and 
advertising agents. 

The first series, covering a num- 
ber of mass market commodities, 
was issued in the latter half of 
1952. 

The first of the new series—on 
boot and shoe  cleaners—was 
issued this week. Subsequent 
reports are planned to deal with 
pet foods, footwear, oulerwear, 
bicycles and accessories, razor 
blades, shaving cream, dentifrice 
and buying by mail, A report on 
holidays is also envisaged. 

A new feature of this series is 
a study of public buying habits 
and retail outlets in respect of 
each commodity. 


Over 6,000 interviews 

The boot and shoe cleaners 
survey, which also tabulates aver- 
age weekly purchases per house- 
hold and the most . popular 
brands and colours, reveals that 
grocers do three times the trade 
of boot and shoe retailers in this 
type of commodity, 

An appendix describes the 
method of conducting the survey, 
which was based on a nation- 
wide sample of 6,010 interviews. 

Throughout, figures for house- 
holds where the Daily Herald is 
read are compared with figures 
for all households. According to 
the survey Daily Herald house- 
holds average 3-51 persons as 
against the general average of 
3:28 and contain an average of 
1:57 wage-earners as against the 


general average of 1-32. The 
general averages in the survey 
approximate very closely to the 
1951 census figures. 

Of interest to advertisers who 
wish their advertisements to ap- 
pear on the probable day of 
purchase is a table showing on 
which day of the week the pur- 
chase was made. It reveals that 
in this range of commodities 
Friday comes top, Saturday 
second, and Thursday well be- 
hind. 

John Rosswick, advertisement 
manager, Daily Herald, states: 
“We have tried to provide in- 
formation in a form that will 
prove acceptable to recognised 
research bodies, and I hope we 
have succeeded.” 

Subsequent reports in the 
series will be issued at approxi- 
mately weekly intervals to all 
advertising agents, and to adver- 
tisers interested in the products 
under investigation. 


. . . 
‘Pictorial’ praised 
for art event 

Philip James, director of art, the 
Arts Council of Great Britain, con- 
gratulated the Sunday Pictorial on 
the contribution they had made to 
child art in this country when the 
sixth annual National Exhibition of 
Children’s Art was opened at the 
Royal Institute Galleries in London. 

He said the show could easily be 
turned into a “rather cheap publi- 
city stunt,” but the Pictorial took 
a very serious-minded view of it, 
and had made the event one at 
which all the best work done by 
children throughout the country 
could be viewed. 


LONDON OFFICE 
169 FLEET ST. 
E.C.4 


TELEPHONE 
CENTRAL 2811 
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| 


Che Daily Celearaph 


Net Sale For 
August 19§ 3 


was 


1,007,488 
copies daily 


This is an increase of 45,008 
copies per day over the corresponding 


month last year 


THE PAPER YOU CAN TRUST 
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The most 


INFLUENTIAL 


Readership 
in 


Advertising 
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THE READERS of /JLLUSTRATED NEWSPAPERS 


are not only 


important buyers themselves; they are people who set fashions and 


determine the buying habits of miilions of their fellow men and women. 
First to win acceptance in this influential market is to open the door to 


every other. 


This has been proved time and again by shrewd advertisers 
who use ILLUSTRATED NEWSPAPERS for cumulative results from the 


top income group and fo sustain quality endorsement, so often of vital 


importance, when campaigning in the mass market. As you plan for 


1954 please remember that dates for colour must be agreed in advance. 


Communications should be addressed to The Advertisement Director, 
Illustrated Newspapers Ltd., Ingram House, 195-198 Strand, London, W.C.2. 


Telephone: Temple Bar 5444. 


’ j 3 - - y , ait 3 ’ oh s 


The ILLUSTRATED LONDON NEWS * The TATLER 
The SPHERE + The SKETCH «= SPORT & COUNTRY 
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PROSPECT ARDUOUS 


Next year advertisers generally 
will spend more money, from 
which agencies and media will 
benefit. But they will have to 
work a lot harder to earn it. 

This sums up the outlook as 
foreseen by the fifty leading 
agents whose opinions are 
summarised in the “Adver- 
tiser’s Weekly” Trends Survey 
published this week. 

Greater freedom from rationing 
and control, freer availability 
of goods, intensified competi- 
tion, will stimulate advertis- 
ing. But it will also stimulate 
advertiser demand for more 
efficient advertising——advertis- 
ing in which waste is mini- 
mised and which is linked ever 
more closely with the adver- 
tiser’s marketing plan. 


More, still more facts 


Agents will have to think harder, 
werk harder and exert even 
greater skill. Media will have 
to provide more and more 
factual readership data so that 
their space can be used with 
the certainty that the adver- 
tiser’s message will reach the 
right people. 


Gone—we hope for ever—are 
the days when advertisers 
bought space because they 


had money to burn even if 
they had nothing much to sell. 
From now on they will only 
spend with a definiie selling 
purpose, and they will expect 
results. No one with faith in 
his skill as an agent or in the 
pulling power of his medium 
will regret the change. The 
challenge it presents will be 
contidently accepted. 


Sales consultants 


Not least notable of the trends 
noted, and expected to con- 
tinue, is that for agencies to 
broaden the scope of their 
functions — to become sales 
consultants rather than mere 
instruments for the creation 
and placing of advertisements. 
This trend is logical, for 
everyone realises to-day that 
advertising, if it is to pull its 
weight, must be regarded as 
an integral part of the market- 
plan. 

Some agencies, say agents re- 
plying to the Survey question- 
naire, are in this respect lagg- 
ing behind the times. Those 
whom the cap may fit must 
wear it. If they are wise it 


we be a thinking =p. 


Every 


L= the critics of the 
4 British press see how it 
greeted the appearance of a 
vigorous competitor. 


A new daily newspaper was 


news, and so all the great 
newspapers gave the news 
The Times and the Daily 


L-xpress almost half a column, 
on the main page. 

Service to readers came 
before commercial considera- 
tion. 


The goodwill of all warms 
and astonishes me. Here I 
can say Thank you. 

Why am I starting a new daily 
newspaper, The Recorder? 

The answer is that I have al- 
ways determined to run my own 
daily paper, and newsprint relaxa- 
tion affords the first opportunity 
since 1939, 

if it succeeds | shall be on the 
way to being a millionaire. 
Moncey is not the first aim, The 
Recorder Weekly, which will con- 
tinue, and my II other journals 
wive me all I need. 

But to develop as I intend The 
Recorder as a daily must make 
money, and substantial money 

I told an interviewer that com- 
petition was right and good; but 
that there was no merit unless a 
better article was offered to the 
public 

I was thinking of editorial. 

Equally, competition has not 
much sense unless | can offer 
advertisers something they have 
not had before. 1 think | can. 

The advertiser means more to 
the man launching a great new 


daily to-day than when Alfred 
Harmsworth launched his Daily 
Mail in 1896. 


He had to turn down advertise 
ments for the first issue and we, 
within the first week of our an- 
nouncement, are having to turn 
them down unless they begin a 
series. We could fill the frst 
issue three times. But that ends 
the similarity. 

The front page of the first Daily 
Mail seemed to be crammed with 
classified advertisements. 

Look carefully and you see that 
whole half columns are one ad- 
vertisement, for the /llustrated 
Carpenter and Builder, Reynold's 
Newspaper and Longmans 
Green, the publishers. 

Iwo classified columns turn out 
to be prospectuses for Jones & 
Higvins, the drapers, and the 
Cycle Manufacturers’ Tube Com- 
pany, 

On the back page big spaces 
crammed with type have massive 


@ Trades which were 


500 


name blocks for Vi-Cocoa, Bovril 
and Erard pianos. A smaller ad- 
vertisement has what we thought 
prohibited 50 years ago—an 
illustration—of a sewing machine. 

The new daily of 1953 will 
show how advertising has moved 
perhaps even more than journal- 
ism. The Recorder will be a 
demonstration of the refinement 


and why 


BY 
William J. Brittain 


and yet the force of 
selling through a quality 
paper. 

It will also be a test of the 
flexibility of the modern adver- 
tising agency. I have been told 
by important newspaper owners 
that no big agency will look at a 


modern 
news 


newspaper or magazine without 
the minimum magical million 
sale, 

My reply is that The Times 


and Punch are recognised as 
media on their own, 

] have more faith in the adver- 
tising profession than the 
croakers: | have evidence already 
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COMMENT Starling a new daily — 


that they recognise the march of 
a new daily. 

| have faith also that no ad- 
vertiser Or his agent would try 
to influence the editorial policy 
of a newspaper. Otherwise we 
should have to go without adver- 
tising and charge a shilling a copy 
instead of twopence. 

There will be no puffs: there 
has been none in any self-respect- 
ing newspaper for decades. And 
yet we shall be different in one 
respect. We shall name products 
in our news columns. ‘ 

| have been an editor for 20 
years and always I have said that 
if a man drives up in a Rolls- 
Royce we do not hide the fact 
under the camouflage of “a 
luxurious motor car” and if the 
Queen visits Marshall & Snel- 
vrove we don't say “an Oxford 
Street store.” 

This will be our rule whether 
the products or organisations ad- 
vertise or not. This I say to an- 
ticipate complaints, 

As for major editorial policy— 
why, we shal! be on the same 
ground as our advertisers. 

For The Recorder, being proud 
of Britain, wants to see Britain 
prosper. That means good sell- 
ing. Which is begun by good ad- 
vertising. 


@ Two well-known agencies 
are planning new branch 
offices in the provinces. 


@ More new products in all 
fields will be launched this 
autumn than in any year 
since the war. Most will be 
backed with heavy advertis- 
ing campaigns. 


@ At least part of a big deter- 
gent account is expected to 
move to a new agency soon. 


@ More trade press advertising 
will be used by confection- 
ery manufacturers to edu- 
cate retailers in the art of 
hard selling now supplies 
are plentiful. 


losing 
faith in exhibitions are 
thinking again following the 
very high attendance at the 
Radio Show. 


® More national advertisers 
are planning to include local 
weekly newspapers in their 
schedules. 


@ Advertisement managers of 
weekly papers in the north 
are advocating joint action 
against agents who increase 
their percentage commission 
without previous discussion. 


@ American trade journals 
appealing to middle class 
home-lovers will make a 
strong bid for British adver- 
tising this autumn. 


@ One of the big national 
newspaper groups has de- 
cided not to proceed with its 
own application for a com- 
petitive TV licence. Instead 
it is seeking an arrangement 
with a private enterprise TV 
company. 


ROUND TABLE 
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“A SOLUS TRANSFORMATION” 


BEFORE 


_MACKESON'S! 


nae 


ey 


Solus Sites improve the Amenities 


This photograph of a National Solus Site in a commercial area shows how a 
derelict wall can be cleaned up and re-modelled to become an attractive poster 
position—and, at the same time greatly improve the local amenities. National 


Solus Sites are available in all commercial areas in England and Wales. 


56/60 STRAND + LONDON - W.€.2 TELEPHONE: TRAFALGAR 4922-3-4 


DIRECTORS 1 A. ALLAM (Managing Director: S. kb. CARTLEK a TUN . LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERT (G ASSOCIATION LTD, 
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INVESTORS’ 


CHRONICLE 


is at home with 


manufacturers and — 


industrialists as well as with 


bankers and brokers... 


GEORGE BULLOCK, Advertisement Manager 
Il GROCERS’ HALL COURT, LONDON, E.C.2. Tel. MET. 8282 
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HOW ADVERTISING WILL 
SHAPE DURING 1954 


503 
APPROPRIATIONS TRENDS SURVEY 


ADVERTISER'S WLERLY 


kifty leading advertising agents tell 
**Advertiser’s Weekly”’ what they think 
of advertising prospects for 1954, Their 
forecasts cover trends in consumer 
spending power, in advertiser spending 
and in media selection, and they give 
their views on the expected advent of 
commercial television. They also 
mention ways in which media owners 
could help them to serve their clients 
more effectively. 


Spending power will be maintained 


and appropriations will go up P 


OST advertising agents 

believe that during 1954 
consumer spending power will 
be maintained or will increase, 
and that advertisers generally 
will spend more money. 

Only a few—14 per cent of the 
sample—envisage a recession, and 
of these more than half expect 
that despite, or because of, a 
decrease in consumer spending 
power, expenditure on advertising 
will be higher. 

Agents were asked in the Sur- 
vey questionnaire whether they 
expected next year: 

An increase in consumer 
spending power; 
A recession; 


Continuance of present con- 
ditions. 
They replied as follows: 
An increase : 


A recession ... we 7 
Continuance ... — 
Non-committal fae 2 


Next they were asked whether 
they thought advertisers gener- 
ally would spend more, or less, 
during 1954, To this the answers 
are: 


More , — 26 
Less. aes és y 
No change ___.... ue K 
Non-committal ." 4 


Most agents, it is clear from 
the reasons they give for their 
replies, assume that present trends 
in world and domestic affairs will 


How this survey was conducted 


To obtain the individual opinions from which the findings of this 
Survey have been obtained, a questionnaire was circulated to over 
200 leading advertising agents in London, the Provinces and Scotland. 
In nearly all cases, the recipients were agency principals and directors; 


in a few, highly placed executives. 


To enable opinions to be expressed with complete freedom, an 
assurance was given that the names of individuals and agencies would 


be regarded as strictly confidential. 


Fifty replies were received, 38 from London agents, the remainder 
from agents in the Provinces and Scotland. These replies have been 
analysed, summarised and quoted to provide the material for the 


articles on this and following pages. 


This survey of future advertising trends takes the place of the 
customary survey of appropriations, which has always been based 
on information received from advertisers. It is intended to publish 
a survey of appropriations early in the New Year, when it will be 


possible to obtain fuller and more factual information than is avail- 


AGENTS EXPECT 
THAT NEXT YEAR— 


© Consumer spending power 


will be maintained or will 
increase. 

Advertisers generally will 
spend more money. 

®@ Products on which spending 
will be heavier will include 


be maintained during the com- cars, branded foodstuffs, soft 


ing year. They believe that the . 
present government will remain drinks, furniture, confec- 
in office, and that the world situa- tionery, alcoholic drinks, 


tion will permit a continuance of 
its economic policy. Thus they 
expect that 1954, like 1953, will 
see a mildly inflationary trend, 
full employment, and further free- 


television, travel and holi- 
days, domestic equipment, 
branded cooking fats and 
margarine. 


dom from restrictions. @ Most media will benefit by 
The pressure of competition, this higher spending, but the 

they believe, will intensify in - 

response to this situation, and ad- big circulation newspapers 

vertisers in most fields will be and magazines will gain 

compelled to maintain or increase most. 


their advertising expenditure to n 
meet il Business will get 
“tougher” all round 


There will be no general fall 
in advertising rates, though 
the weaker media may make 
more rate concessions. 

Advertisers will spend more 
on competitions, free gift 
schemes and similar sales 


These are among the reasons 
given by agents who think adver 
using expenditure will increase: e 

I expect a continued increase 
in the availability of media. The 
giants will make full use of this, 
and their smaller competitors 


romotic vices _- 
will have to follow suit as best e P 2 m devices, but 
they can. This will not mean less 
Many businesses are prosper- money for media. 
ing noticeably consumers are oe Agencies will have to think 
becoming — more ective, and 
more advertising he neces- harder, work harder, work 


sary to sell vo longer and with greater skill. 

The Tory | ' reducing @ More and more use will be 

Government ’ on private made of market research. 

spending lead one hand ec 

to reduced pur 1x and on Commercial television will 
come, and will benefit cer- 


the other 1 food sub- 
sidies. So thi vod, which tain classes of advertiser 


is an essenti largely un- 


advertised ( nary bread, (though nearly half the 
meat and ves ) is rising, agents do not personally 
making thy look more 


favour it). 
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ADVERTISER'S WEEKLY 


Appropriations trends survey 


“Spending power will be maintained 


keenly at the prices of non- 
essentials; these are the back- 
bone of advertising and in keener 
competition will spend more on 
advertising. 

Standard of living shows signs 
of improvement mainly as 4a 
result of lower income tax and 
lower FI, That means more 
money in the consumers pocket. 
Manufacturers may be expected 
to compete for biggest possible 
share Of this extra money. 

Some of the pending wage 
claims are sure to be granted. 
With a continued slow price rise, 
competition jor spending margins 
will be fiercer. 

There will be greater avail- 
ability of consumer goods due to 
easing Of various restrictions. 
Intensified competition will stimu- 
late advertising. Hardening of 
export markets will intensify 
need for developing home mar- 
kets. 

Greater availability and higher 
prices of staple products will 
leave less spending power for 
Other things. Therefore there 
will be a need for heavier selling 
which means more money on ad- 
vertising, The last vestiges of the 
sellers’) market will disappear in 
1954. 

Selling will tend to be more 
competitive and difficult. The 
withdrawal of controls on a num- 
ber of articles of food will siimu- 
late marketing and advertising. 

I expect greater availability of 
consumer goods without equiva- 
lent rise in consumer purchasing 
power, Manufacturers will have 
to fight harder to increase or hold 
their share of consumer pound. 

lf Korean truce continues all 
strategic raw material — prices 
(except those of which there is 
world shortage) will fall. Ameri- 
can export competition will 
intensify. There will be rather 
more goods of all kinds for the 
home market and rather more 
difficulty in selling them. 

I foresee an increase in pro 
ductiom and competition gener 
ally. Many firms and organisa- 
tions will undertake advertising 
campaigns for the first time —a 
marked feature of 1953 

If consumer spending power 
tends to decline, the competitive 
element becomes strong and ad 
vertisers generally are still spend 
ing less relatively on their turn 
over than they were pre-war 


More on export!? 


Among the views expressed by 
agents who say that advertising 
expenditure will remain at ap 
proximately its present level are 
the following 

So long as the international 
political situation remains as it is 
and an official policy of full em 
plovment continues at home, 
there can be little change. There 


( continued ) 


may be a Slight tendency, how- 
ever, to spend more on export 
advertising at the expense of 
home advertising as competition 
in foreign markets increases. 

Unless there is a substantial 
reduction in taxation, | do not 
think advertisers will spend less. 

Trades recently freed from 
restrictions will spend more. 
Those where increases in costs of 
raw materials and labour might 
be offset by “economies” in pub 
licity and selling in markets that 
are not expanding will spend less. 

In the consumer field, de- 
rationing and consequent com 
petition will call for higher ex- 
penditure, The changed situation 
in Korea will cause a further re- 
cession in the trade and technical 
fields, with ill-advised cuts in ap 
propriation, 

In favour of more being spent 
is the increasing competitive ele- 
ment. Against that will be the dis 
continuance of L.P.L., which has 
tended to inflate some appropria 
tions 


Minority report 


Agents Who expect a recession 
do not, with two exceptions. 
mean that there will be anything 
in the nature of a pre-war 
“slump,” with unemployment and 


a sharp fall in prices. What they 
do anticipate ts [hal, in the words 
Ol Oe Ol them, fhe amount avail- 
able jor spending ajier the essen- 
tial Outgoings wul not purchase 
as much in i954 as in 1953. Such 
items as tood, rent, rates, will 
cost More, so that there will be 
less spending power availabie for 
advertised goods 

Ine two agents taking a some 
what pessimistic view write as 
follows: 

Increased competion from 
Germany and Japan will mean 
fewer exports which may lead to 
greater unemployment. lf the 
slack in overseas production ts 
dumped into the home market, if 
wages remain at present levels, 
and if the cost ef living remains 
at its present level, there will not 
be the purchasing power to buy 
the increased volume of consumer 
goods in the shops, which again 
will lead to unemployment. The 
key lies in the employment 
figures. The end of the war in 
Korea will probably mean less 
armament programme in the 
U.S.A., making available more 
consumer goods in that field, and 
thus a further hardening of the 
export situation for British manu 
facturers. But at this stage we 
cannot gauge the sincerity of 
Russian pronouncements and con 
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sequently the trend in inter- 


national affairs. Should events 
move fast and favourably, there 
could be a lowering of the budget- 
ary figures for defence, which 
could mean more taxation and 
more purchasing power. (This 
agent does not expect a marked 
change in the total volume of ad- 
verlising expenditure.) 

Various widely different clients 
report difficulty with sales. The 
U.S. market is about to experi- 
ence a real recession, according 
to report. It must be reflected 
here. Frustrated exports will also 
be thrown on to the home mar- 
kets and will increase selling 
difficulties. (This agent is one of 
the few who expect expenditure 
on advertising to fall.) 


Economy cuts ? 


Another agent who thinks ad- 
vertisers will spend less writes: 

Cost of living is going up. 
Rates are increasing. Rents are 
going up on housing schemes. 
Electricity, gas and coal are 
costing more and wages are not 
keeping pace. Dividends will also 
tend to decrease. 

From this he draws the infer- 
ence that smaller provincial ad- 
vertisers will cut their advertising 
as an economy measure when 
they find overheads increasing and 
turnover tending to fall. 

Several agents wisely safeguard 
themselves by saying that devel- 
opments they have not taken into 
account, such as a serious reces- 
sion in U.S.A., might upset all 
their calculations, 


Advertisers 


will spend more 


on ‘stunt’ promotion schemes 


Most agents think advertisers will spend more on competitions, free gift 
schemes and similar forms of sales promotion, but that this will not 
mean less money for advertising media. 


GENTS were asked 

whether they expected ad- 
vertisers to spend more, or less, 
on competitions, tree gift 
schemes and similar sales pro- 
motion devices. 

Thirty-one reply that they will 
spend more, only five that they 
will spend less. 

The wording of the answers 
makes it clear that agents gener- 
ally are not in love with such 
methods of sales promotion. For 
instance, one agent writes that 
advertisers will embark more 
freely on such schemes “as a 
panic measure”; another that they 
will spend less in this way “if 
they are wise.” 

Qualified answers include “Less 
except on self-liquidating offers” 
ind “More on competitions but 
/ hope not on vift NC he nie ¢.”” 
Also 


Soaps and detergents, work- 


ing in a saturated market, will 
have to spend as much, or 
more, on these reerettable ar 
raneements Other advertisers 
mav be able to do without 
them. 

The reason why more may be 
spent is well put by one agent, 
who writes 

{dvertisers will spend more 
fo endeavour to Obtain a first 
time — purchase’ in consumer 
trades where competition is 
heavy, in the hone that the 
quality of the product will gain 
repeat sales 

One school of thought among 
agents believes that ultimately 
advertisers will agree among 
themselves to curtail or abandon 
schemes of this nature especially 
gift schemes. One agent writes 

Competing manufacturers 
may aerce 10 Clt Out certain 


of the more wasteful promo 


tions, partly because of increas- 
ing resistance by — retailers, 
particularly retailers of dusters, 
pearls and what not, who ob- 
ject to these things being given 
away through grocers. 


Agents were also asked 
whether, if more money were to 
de spent on competitions and gift 
schemes, less would be available 
for the press and other media. 

Twenty seven reply “no” or 
“not necessarily,” only six that 
other media would lose. 

Ihe majority view is that most 
idvertisers will find the extra 
money needed, and that in any 
event, such schemes almost al- 
ways depend on press advertising 
for their success. The amount of 
prize money involved in competi- 
tions, it is pointed out, is rela- 
trvely insignificant. 
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| 3 peutbentate speaking, agents 
expect advertisers to spend 
more next year on promoting 
sales of essential and semi- 
essential products and, though 
few are prepared to be dog- 
matic on the point, perhaps 
less on certain types of luxury 
goods. There may also be less 
advertising by some sections of 


heavy engineering 
Opinions are varied and in 
some instances conflicting. This 


is probably because the antici 
pations of individual agents are 
based on their knowledge of the 
plans of their own clients. Such 
plans may not necessarily reflect 
the genera! picture, for advertis- 
ing policy can vary between firm 
and firm in the same industry 
Making allowance, however, for 
this tendency to argue from the 
particular to the general, it is 
possible to discover some very 
definite trends of opinion, 

For example, certain product 
groups are mentioned again and 
again as being a probable field 
for heavier advertising in 1954. 
Among them are the following, 
the figure against each represent 
ing the percentage of agents 
answering the questionnaire who 
express this view: 


per cent 
Cars 42 
Branded foodstuffs 34 
Soft drinks 32 
Furniture 24 
Confectionery 22 
Alcoholic drinks 20 
Television 18 
Travel and holidays 14 
Domestic equipment 12 


Branded cooking fats 
and margarine 
Stores 6 


Products in which decreased ex 
penditure may be expected are 
mentioned by the following per- 


centage of agents: 


per cent 
Heavy engineering 10 
High-priced luxuries 10 
Detergents 10 
Soaps and soap powders 8 
Cosmetics 8 
Pharmaceuticals x 
Radio sets 6 


These expectations of a falling 
off in advertising are, however, 
by no means unanimous. There 

n each case a minority view, 
us will be seen later 

Some agents forecast that cer 
tain classes of advertiser are like 
'y either to increase or decrease 
their spending. For example 


May spend more 


Advertisers who cannot sub- 
stantially increase their stocks 
either in the factory or at re- 
tail, eg. clothes, shoes, ete. 
(because of fashion changes), 
TV sets, furniture (be 
cause of storage) 

Manufacturers whose plants 
must Operate at a high percen 
tage of capacity to make a 
profit. 

Manufacturers of higher- 
priced articles carrying P.T.., 
if such tax is reduced or lifted, 
for the consequent lower price 
would bring the product with- 
in the purchasing power of a 
lower income group, 


CA4ls, 


No general fall in ad. rates 
unless newsprint prices slump 


U== newsprint prices 
“ fall steeply, which no one 
anticipates, there is unlikely to 
be a general fall in advertising 
rates next year. This is the 
opinion of most of the agents 
replying to the auestion on this 
subject. 

Publishers will be compelled by 
high wages and production costs 
to maintain rates at broadly their 
present level. and_ will be 
sustained in this policy by con- 
tinued or increased demand for 
their space, and, in some in 
stances, hy hieher circulations 

In so far as there is a trend, 
it is likely to be downward 
Weaker media may have to make 


some cuts, and more “bargain 
spaces” may be offered, especially 
during the summer 

This assessment of the pros- 
pects, however, is not unanimous 
Some agents, though a_ small 
minority, believe that substantial 
rate cuts are inevitable, because 
more paper is available, adver- 
tisers and agents have a greater 
choice of media. and comnetition 
between media has intensified, It 
is also pointed out that if com 
mercial TV comes, other media 


may cut rates to meet competi 
tion from this quarter 
One agent only thinks rates 


may even rise. because of the 
probable increase in labour costs 
on the newspaper side. 


505 


Where extra money will come from: Cars 
branded foods, soft drinks head the list 


ADVERTISER'S WEFRKLY 


© There will be heavier advertising for products freed from 


controls and restrictions. 


® Advertisers who cannot substantially increase stocks in the 
factory or at retail may advertise more heavily to keep 
stock moving. 
© Timid advertisers, faced by intensified competition, and 
advertisers too weak to fight effectively, may spend less. 
QUA MMATOUUHOVHOOPLAAUPIYHOODOOGUNESOYONAULLUTULUPLUAPONSOSOAVEENALOGOULIOGO DAU ENMESVONAAAALAAUAMNODUONGUU UHONNObN LAAN! 
Makers of cheap priced units various product groups include 
of domestic consumption, par- the following: 
ticularly those sold in self ser- Branded ltoodstufls. Here a 
vice or department stores genera! increase in spending is 
where brand name is the main regarded as certain, owing to the 
selling factor greater availability of goods, the 
Advertisers of all products end of rationing for many pro- 
comprising luxuries, semi-luxu- ducts and increasing competition 
rics Or non-essentials, with spe- Ihe improved supply position 
clal emphasis on those cate- may also encourage the introduc- 
gorics in which branding and tion of new branded lines. 
advertising are by now tradi- Margarine and Cooking Fats. 
tional, te. products whose — Restoration of branding and pos- 
makers set aside major propor sible de-rationing is expected to 
tions of turnover for promotion result in a revival of the heavy 
purposes pre-war advertising for these pro- 
Manufacturers of products ducts 
sold on hire purchase, now Flour, De-control will lead to 
- cases H.-P terms are per- q fight and heavier expenditure, 
ssapdie 
May spend less THANK YOU 
Timid advertisers, operating The Fditor of “Advertiser's 
usually in the field of essentials. Weekly” proffers his sincere 
e.2 underwear household thanks to the agents who have 
linens, garden’ne requisites, taken such pains to reply fully 
shirts, heating appliances and thoughtfully to his ques- 
Smaller firn n the non- tionnaire, and whose co-opera- 
essential industries that will not tion has made possible the 
have the resources to enable — successful completion of a sur- 
them to stimulate business bY yey he is sure will prove of the 
advertising, so will he content utmost interest to the whole 
to go back to seasonal trading d rti i b i 
and accept a smaller share of as Sa. 
the market 
Rbcigncne acy ee because there is no intrinsic dif- 
cere wets 4s tee ference between one (white) flour 
me " tds Increase — and another 
and take off the s'ack previous- d : 
ly covered innecessary) _ Confectionery. This is another 
sivertisinn field in which advertising is 
Sicars’ ancnts think % eaniia bound to increase. One agent 
— = possib’€ points to the 60 per cent increase 
that more diffic trading con- in consumption since de-ration- 
ditions w res \dvertising ing, and expects fiercer competi- 
cuts as an e easure, but tion when leading manufacturers 
this is not g xpected tO have adjusted production to meet 
happen cx Sg ae of some the increased demand. De-control 
advertisers with resources. of sugar will enable this demand 
One agent, } says it may to be met 
he that si t reest con- 3 Nig: 
coms in th will reduce Biscuits. Greater competition 
cals: all nditure in i” this field is also expected to 
ake at @ lerable fal] "ecessitate more advertising 
in profits Alcoholic drinks. Agents men 
Opini i by agents toning this product group expect 
on trends ng for the (Turn to page 508) 
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ANRnNHOUnRnCeS 
improved COLOU 


at reduced rates 


Starting with issue dated 16th January, 1954, Picture Post will be printed 
on a new rotogravure machine which will print and bind in one operation. 


THIS MEANS: 


= 
7) ee 
» 5 
ff 
ye : Py a 
- Rs 
ve “4 BS 
ie ; ar 
eae - } 
fd ES Sy af. 
a ‘ i Zi 
ite | _ 
+a 
* 
iF 
pS 
a 
_ 
4 
ms 
a 
= 
,* 4 
ee. 
x 
yl 
re 
ai: 
re! 
x: 
ae 
i} 
a vides bikie: > I Pi ea at 
ame Orem er sline MR re “er Ms ser 
ery er egies . a “OF es gee af bn § teat dl a a i | 
‘ Foe Ses " —_ oi a 7 “ 2 i ah ES ao \ ene, 
es. Preecst Cee Mass Sia ee aris Mine Pig lie F. Pk Sg = ss ge COLOU oe - 
‘kr al D { 
i x ry wetness we oan K Se 7 is % gt ie i + a oe eae nf b - em 
_ ROVERS ZY Mh . 
oe P.S. All col has b Id 195 
oe WS. All colour space has been sold for 1953 
« ; 
-: 
ie 
° ty . bm 
ae gaat! ee . Vess ae Sle. - 
| ESAS Laid ee RS a ke ee. Sip. SS Se) tes & 


$07 ADVERTISER'S WEEKLY 


This new method of printing enables us to print four-colour pages at the same 
time as monotone, and bind on one machine. There is a saving in costs which 
we are able to pass on to the advertiser by reducing our four-colour rate from 
£1600 to £1500 per page. 


It will be possible to have a considerably greater number of colour pages in 
one issue, offering a better opportunity of meeting colour requirements and 
fitting in with planned schedules. 


Apart from the usual make-up of two half-page advertisers sharing a page, we 
. will now be able to offer a limited number of half-pages in colour which will be 


solus colour on a monotone spread. 


The new machine allows for all colour advertisements to be printed on the 
better-finished side of the paper, not backed with other colour. This is a definite 


advantage and will improve colour reproduction. 


New 
reduced 
COLOUR 


rales 


ORDERS already in hand will be adjusted ENQUIRIES concerning colour in Picture Post will 
automatically when the new machine is be welcomed by George A. Cooper, Advertisement 
brought into operation. Controller 
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Appropriations trends survey 


*WHERE EXTRA MONEY WILL COME FROM—continued 


more advertising to combat the 
tendency for sales to fall, and 
to fight competition, not only 
from soft drinks, but from tele- 
vision, The trend, encouraged by 
I'V, from draught to bottled beers. 
should be reflected in increased 
advertising for the latter. One or 
two agents representing a minor- 
ity view fear that a contraction 
in “luxury” spending may be fol 
lowed by a falling off in liquor 
advertising expenditure. 

Soft drinks. Another industry 
that has already responded to the 
pending de-control of sugar and 
that will continue to be highly 
competitive, with higher advertis 
ing expenditure during 1954 

Cars. Bigger production will 
end the last of the “waiting lists” 
and compel manufacturers to ad- 
vertise competitively. 

Petrol and motoring acces- 
sories. While spending for adver 
tising of accessories should be 
maintained there is some division 
of opinion about petrol. Some 
agents think petro] advertising 
will fall from the artificially high 
level caused by the restoration of 
branding, others that it will be 
maintained and increased in res 
ponse to the higher demand re- 
sulting from higher sales of cars 


Textiles. Well-established tex- 


SOUTH EASTERN 


tile brands are expected to main 
tain or increase their advertising 
Higher spending is also probable 
in the stockings field, where there 
has not so far been strong inter- 
nal competition, which will come 
soon because nylons will be in 
free supply in the home market 
Most agents mentioning the tex- 
tile field think advertising will 
increase, but three take the con- 
trary wew One writes: The 
fashion and clothing houses do 
not honestly believe in advertising 
and in times of difficulty will 
always curtail it because they 
consider it “expenditure.” 

Detergents and soaps. Avents 
are almost equally divided as to 
whether advertising wil! increase 
or decrease Some think the 
detergent products wil! find their 
level, and that advertising will 
decrease accordingly; others that 
the “ war” of 1953 will continue 
One who takes the former view 
writes: Expenditure may fall on 
detergents when the manufacturer 
decides he has cut his own mar 
ket sufficiently by competitive 
brands that his purpose is served 
and there sno loneer room for 
any other brands, whether manu- 
factured by him or his compe 
titor. 


Chlorophyll. Several agents 


CHATHAM 


GAZETTE OBSERVER 


believe that the chlorophyll vogue 
has passed its peak, and that the 
advertising of products contain- 
ing it, notably toothpaste, will 
therefore diminish Typical 
Opinions are 
Toothpaste oueht by 1954 to 
have worr the chlorophyll 
plus’ almost threadbare. 


Claims for chlorophyll are 
’ 
suspect and are not likely to 
continue to produce results in 
this country. 


The chlorophyll boom will 
decline 
Pharmaceuticals. Agents men 
tioning pharmaceuticals are two 
to one for the view that spending 
will fa'l. Opinions are 
Dy spite the new charees the 
National Health Service pres 
criptions showed a substantial 
increase last winter and this is 
likely to have an adverse effect 
on proprretary medicine adver 
Tsing 


1 expect advertising to fall 
hecause of the recommenda 
tions of the Ministry of Health 
to cut down prescribing of 
hranded lines 


Pharmaceuticals — previously 
ethically advertised are now 
hlack-listed hy the Cohen 
Report, and may now be ad- 
vertised direct to the public 
Advertising may therefore 
increase. 

Electrical and = gas-operated 
domestic equipment. Relaxation 
cf restriction on hire purchase 
terms will enable people to use 
their credit Advertising of these 
products wil! therefore be stimu 
lated 

Travel and Holidays. More 
advertising is expected in this 
field, especially by the air lines 
for their reduced “tourist” fares 


READ ON 
for agents’ forecasts on 
Media Selection Next Year 
Commercial Television 
Changes in Advertiser Policy 
and Agency Practice 
also for their views on desirable 
developments on the media side. 


which are widening the air travel 
market 

Furniture. Further strides in 
housing should lead to a con- 
tinuance of the growing demand, 
which will be increased by relaxa- 
tion of hire purchase restrictions 
Advertising should increase ac 
cordingly. 

Heavy domestic equinmer*. 
Advertising should be higher in 
this field, for the same reasons, 
especially as an easing-up of re- 
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AGENTS GIVE THEIR VIEWS 
ON THE ADVERTISING 
PROSPECTS FOR: 


Branded foodstuffs 


Margarine and cooking 
fats 


Confectionery 
Biscuits 

Alcoholic drinks 
Soft drinks 

Cars 

Petrol 

Textiles 

Detergents and soaps 
Chlorophyll 
Pharmaceuticals 
Domestic equipment 
Travel and holidays 
Furniture 

Television 


Engineering 


armament may make bigger sup- 
plies available 

lelevision. Wider coverage by 
the B.B.C., the possible advent of 
commercial television easier 
H.P. terms, and the building of 
more houses, are all factors in- 
dicating continued expansion in 
this field, with strong competition 
and higher spending by manu- 
facturers 

Heavy industry and engineering. 
There is some fear that advertis- 
ing of heavy capital equipment 
may fall, It is pointed out that 
capital re-equipment took place 
or a considerable scale when 
depreciation allowances were 
most favourable, and that pre- 
sent restrictions on capital ex- 
penditure may restrict demand. 
One agent thinks that with cuts 
in armaments, firms will make 
less profits, and may seek to re- 
coup themselves by “ill advised 
and short-sighted” cuts in adver- 
tising. Another, however. believes 
that expenditure on advertising 
of “technical” products will ir- 
crease “because order books are 
no longer bulging.” Yet another 
ivent in the technical field writes 
that despite the easing of inter- 
national tension, his clients in the 
heavy engineering field do not 
anticipate difficulties in the near 
future. Most appropriations will 
therefore remain at, or above, 
the 1953 level. 

One technical agent. who goes 
into considerable detail, notes a 
tendency to increase the adver- 
tising of capital equipment and 
to decrease that of repetition pro- 
ducts. This trend he expects to 
continue. New factories continue 
to make a demand on the supply 
of new machinery, but there is a 
tendency to cut down on the 
spending of money on luxury fit- 
ments. 
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Sell the man at the top! 


Influential business men 


in over 100 countries prefer 


TIME INTERNATIONAL 


to any other publication 


The four editions of TIME INTERNATIONAL, published in 
English, cover the world’s most important markets outside the 
U.S.A. Every week these editions are read by more than 
1,700,000 influential people in over 100 countries. Not only 
are 92% of TIME INTERNATIONAL subscribers in business, 
government and the professions, but the world’s top business 
men prefer TIME INTERNATIONAL to any other publication. 
TIME INTERNATIONAL readers everywhere are the men and 
women who make trends, influence opinion, and help to deter- 
mine the trading policies of companies and governments. To the 
advertiser, these are the people who shape the course of business 


throughout the world! 

You can buy advertising space in all four editions—TIME 
MANMOTR Atlantic, TIME Canadian, TIME Pacific and TIME Latin 

{ @armvciow » ° ; ° . 
l om American—or in the editions that cover the areas in which 
mf you are most interested. Full details from : The Advertisement 
Director, Time International, Time & Life Building, New Bond 

———— Street, London, W1 


TIME 


ATLANTIC 


LATIN AMERICAN 
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ADVERTISER'S WEEKLY $10 


One of the most remarkable successes achieved 
by an advertiser in “ RADIO TIMES ” was the 
campaign of Pressed Steel Company Limited, 
Cowley, Oxford, the makers, amongst other pro- 
ducts, of Prestcold refrigerators. 

This firm was established in 1926 when the 
plant oceupied a total floor area of 533,050 square 
feet. Today, P.S.C. factory estates cover 185 acres 
at Cowley, Linwood, and Theale, an area over half 
the size of Hyde Park in London! The firm employs 
over 12,000 work people, and in addition to pro- 
ducing domestic refrigerators, the refrigeration 
needs of commerce and industry are also met on a 
very large scale. 

Prestcold refrigerators were first advertised 
regularly in the “ RADIO TIMES ” in 1944. Their 
advertising agents are Messrs. Auld & Tilbury Ltd., 
of Sceptre House, 169, Regent Street, London, W.1. 


Se 
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< it’s a save money plan 


SN A Prestoold refrigerator isn’t a luxury, says Mr 
SS Coolie, it's a save money must! Housekeeping 
RS bills start to shrink the moment your Prestcold 
¥ is Installed, for Prestcold Refrigerators keep good AY 
2 food good and waste ts curtailed. What's more, a Prestcold saves stil: WSS 
x further money because it costs you less in the long run! Made SS 
S A by one « of Britain's greatest engineering firms, your Prestcold . . 
N N goes on serving you year after year, SS 
S saving money all the time. Plan QQ 
. now tosavewithaPrestcold! SS 
< S 


NS PRESSED STEEL COMPANY LimiTEO, COWLEY. OXFORD 


SS Re & EST SSNS 
SAQA 


THE PRESTGOLD STORY 
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This year, in order to emphasize the 
outstanding advantage of food saving with 
Prestcold domestic refrigerators, it was 
decided to manufacture children’s money 
boxes in the shape of a Prestcold refrigera- 
tor, with the name Prestcold on them, and 
to offer them to the public at the price of 
1/- per box, post free. The campaign was 
scheduled for February, 1953, when 42 
different media were used and amongst 
them “ RADIO TIMES ” figured with a 
quarter page—on the children’s programme 
summary page—at a cost of £1,000 for the 
insertion. All advertisements were keyed 


and each advertisement carried a coupon. 


The campaign produced a total of 
97,780 replies and over 100,000 money 
boxes were distributed. 


The final result was as follows :— 
“ RADIO TIMES ” 74,632 replies 
All other 
media together 23.148 


TOTAL 97,780 


79 


Thus, the “ RADIO TIMES,” on its 
own, with a single insertion produced 
76.32% of the total replies received during 
the campaign. The cost per reply from 
“ RADIO TIMES ” worked out at 3.21d. 

The advertisement which appeared in 
the “ RADIO TIMES,” issue dated 6th 
of February, 1953, is reproduced herewith. 


An analysis of response by counties 
has been carried out and the result is given 
on the opposite page. It looks as if the 
Children’s Page is being well read by the 
children as well as their parents. 
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Radio Times Radio Times 


ENGLAND SCOTLAND (continued) 


LONDON and HOME INVERNESS-SHIRE with 
COUNTIES 7 NAIR 


BEDFORDSHIRE 
BERKSHIRE 


w 
22 
“ 


N 
KIRKCUDBRIGHTSHIRE 


BUCKINGHAMSHIRE 
CAMBRIDGESHIRE 
CHESHIRE 
CORNWALL 


LANARKSHIRE 
MIDLOTHIAN 
MORAYSHIRE 
ORKNEY 
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PEEBLESSHIRE 
PERTHSHIRE 
RENFREWSHIRE 
ROSS and CROMARTY 
ROXBURGHSHIRE 
SELKIRKSHIRE 
SHETLAND 
STIRLINGSHIRE 
SUTHERLANDSHIRE 
WEST LOTHIAN 
WIGTOWNSHIRE 


CUMBERLAND 
DERBYSHIRE 
DEVON 

DORSET 

DURHAM 
GLOUCESTERSHIRE 
HAMPSHIRE 
HEREFORDSHIRE 
HUNTINGDONSHIRE 
LANCASHIRE 
LEICESTERSHIRE 
LINCOLNSHIRE 
MONMOUTHSHIRE 
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NORFOLK 
NORTHAMPTONSHIRE 
NORTHUMBERLAND 
NOTTINGHAMSHIRE 
OXFORDSHIRE 
RUTLAND 


WALES 


ANGLESEY 
BRECKNOCKSHIRE 
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SHROPSHIRE 
SOMERSETSHIRE 
STAFFORDSHIRE 
SUFFOLK 

SUSSEX 
WARWICKSHIRE 
WESTMORLAND 
WILTSHIRE 
WORCESTERSHIRE 
YORKSHIRE 

ISLE OF MAN 
CHANNEL ISLANDS 


CAEKNARVONSHIRE 
CARMARTHENSHIRE 
CARDIGANSHIRE 
DENBIGHSHIRE 
FLINTSHIRE 
GLAMORGANSHIRE 
MERIONETH 
MONTGOMERYSHIRE 
PEMBROKESHIRE 
RADNORSHIRE 
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NORTHERN IRELAND 


ANTRIM 
ARMAGH 
DOWN 
SCOTLAND FERMANAGH 
LONDONDERRY 


YRON 

ABERDEENSHIRE with — 

KINCARDINESHIRE 
ANGUS 
ARGYLL 
AYRSHIRE 
BANFFSHIRE 
BERWICKSHIRE 
BUTE 
CAITHNESS 
CLACKMANNANSHIRE 
DUMBARTONSHIRE 
DUMFRIESSHIRE 
EAST LOTHIAN 
FIFE and KINROSS-SHIRE 


RADIO TIMES 
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SUMMARY 


ENGLAND 67,803 
SCOTLAND 3,546 
WALES 2,556 
NORTHERN IRELAND 727 
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Average Weekly Net Sales, January-June, 1953—7,945,639. Member of (/\ Audit Bureau of Circulations 
All enquiries to: Head of Advertisement Department, B.B.C. Publications, 35 \ii°. bone High Street, London, W.1 
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Appropriations trends survey 


Media prospects: Cheerful outlook 
for big circulation journals 


NLESS commercial TV 

comes during 1954, when, 
in the words of one agent, 
“anything might happen,” no 
sensational changes in media 
selection are expected, Present 
trends are likely, in the main, 
to continue. 

Concensus of opinion is that 
the big circulation newspapers 
and magazines will maintain and 
strengthen their sition, This 
will be ensured for two main 
reasons. Firstly, these journals 
offer the lowest cost per col. inch 
per thousand; secondly, adver- 
lisers have been convinced by the 
force of the publishers’ sales pro- 
motion and the impact of the 
Hulton Survey. 

There will also be an increased 


Unless commercial television comes in 1954, in which case “anything 
might happen,” big circulation newspapers and magazines should 


maintain their position. 


Demand for largest quantity of readers per 


£ will continue, as will that for dominant spaces. 


demand for the dominating spaces 
and special positions such media 
offer, more and more advertisers 
are likely to prefer these spaces 
to dissipating their advertising in 
many smaller spaces in a larger 
number of journals. 

Much depends, say agents, on 
the newsprint position. Should 
there be complete de-rationing, 
or should supplies be increased 
so that all nationals get all the 
newsprint they need, most of the 
expected increase in spending 
would probably go their way. 

By and large, however, expec- 
tation is that nearly all media 
will do better next year. One 
agent goes so far as to say that 
because of high space costs 
“based on the economics of pub- 


lishers rather than advertisers,” 


Getting your story] 


EOD) 


— 


\ AZ 
West Bondton Observer 


CIRCULATES IN 


Barnes - Mortlake 
Kensington: Putney 
Shepherd’s Bush 
Richmond + Fulham 
Notting Hill: Acton 
Paddington - Ham- 
mersmith* Southall 


St. Marylebone 
Harlesden: Hanwell 
Chiswick: Hounslow 
Bayswater - 
ford -W. Kensington 

East Sheen 
Knightsbridge: Kew 


Brent- 


larger amounts may be spent on 
posters, films, direct mail and 
dealer aids, 


Provinciale 


There is some difference of 
opinion on the prospects of pro- 
vincial newspapers. Five agents 
think more national advertising 
will go to them, two that their 
share will be less. One view is 
that the weeklies will benefit from 
the fact that their newsprint is no 
longer rationed, and that they 
will continue to gain from the 
newsprint shortage stil] hamper- 
ing some of the nationals, An- 
other agent writes: 

Because of the greater diffi- 
culty that will be experienced 


in obtaining sales, a greater use 
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@ Women’s magazines, 
especially those offering 
good colour facilities, will 
continue to do well. 

@ “Class” magazines may 
find the going harder. 

@ Provincial newspapers, in 
the view of most agents, 
will get more national ad- 
vertising, 

@ Outdoor advertising 
revenue should increase. 


@ Advertising films will 
benefit because they are 
developing and improving. 


of the provincial press in 
general and the _ provincial 
evenings in particular will be 
made by national advertisers, 
to help in obtaining dealer co- 
operation. Hitherto, the ten- 
dency, because of increased 
cost of space and because ap- 
propriations have not kept 
pace, has been to choose the 
national press to obtain the 
maximum coverage at the 
cheapest milline rate. 


Magazines 


Women’s magazines are ex- 
pected to maintain their popular- 


Not content with presenting [the local reader with his news and in- 
formation regarding his entertainment, etc., this oldest family newspaper 
covering the vast reaches of Western London, has a special ‘‘space 
appeal’’ for the advertiser. Recently increased in size—now I2 pages 
every week—-the West London Observer offers even better value per 
advertising £. 


CIRCULATION 22,104 


A.B.C. 
July to December 1952 


% Send for Rate Card and Voucher to: 


THE WEST LONDON OBSERVER 


st Dondon Observer 


16 QUEEN CAROLINE ST - LONDON - W.6° RiVerside 145! 
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Behind the readership statistics 
... look for men and women 


Teo te 
READERSHIP AMONG WOMEN 
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TATISTICS help to count and classify the “readers” your money will buy—but 


when you're planning an advertising campaign, you also want to know the 
character of the readership you're getting. 


With The Reader's Digest, you know you are reaching men and women interested in almost 
anything. People whose alertness to new ideas, new developments, gives them a certain 
influence on their friends. And they are readers. The Reader's Digest is edited for readership 
appeal, not visual appeal. (A world sale of 174 million proves how 


ADVERT'SER’S WEEKLY 


IN BLACK-AND-WHITE 

In cost per page per 1,000 readers 
at rates current on July Ist 1953, 
The Reader's Digest, of all 
magazines, is the cheapest for 
reaching : 

Over 4} million readers 

Over 2} million ABC readers 

Over a million AB readers 

Over 24 million men 

Over 1} million ABC men 

Over a million ABC women 

Almost } million AB women 

Over 4 million car owners 

Over 24 million cigarette smokers 
Almost } million house owners 


IN FULL COLOUR 
Less than 17% above black-and- 
white! With this very low full- 
colour rate, see how The Reader's 
Digest compares in cost per colour 
page per 1,000 readers: 


well this formula works.) Each issue is designed to be read, TOTAL 4-Coloer Cost ger 
browsed over, returned to again, passed round the family. READERS Page thousand 
In such a setting, advertisements have the maximum likeli- aiietie, « « pe a peony 
hood of being read—not flicked over like the pictures in a cad 6 «+ 6+ = See 1.500 S/Iid 
publication designed to be skimmed over with a quick glance. John Bull - - -~- + 4,700 1,320 57d 
Everybody's . - - 3,010 1,100 7/44 
CIRCULATION GUARANTEE 850,000—When you buy space in this maga- READER'S DIGEST - 4,520 625 2/94 
zine-that-is-read, you not only buy quality of readership; you also buy 
quantity. You buy a guaranteed circulation of 850,000. And, because 
T ader’s Digest i seldom th ig c ass 
The Reader's Digest is very se do rome away, but kept, passed WOMEN 4-Col Cant ose 
round the family and on to friends, you buy a readership of no less than READERS Page tt ‘ 
44 million.* In fact, you get all the advantages of attentive readership (000s) £ women readers 
in the home, plus the circulation of a mass medium. Woman's Own - §,330 2,100 7/lid 
PAGE RATES: Black & white £535. Full colour £625 Woman - - = = 5,310 3,000 11/34 
“ Buy-Lines” —a small-ads. feature with personalized selling : £150 per Picture Post - = = 2,900 1,600 11/0d 
insertion, including production costs. Write to us for further details. HMiustrated - 2 © 2,340 1,500 11/104 
John Bul! - - 2,160 1,320 12/3d 
Woman & Hi - - 1,690 700 &/4d 
TI R | . 6 Di Everybod - «= 1,360 1,100 16/2d 
aé he '§ DIGEST - 191 
1e ader s 1o¢ st READER'S 0 910 625 6/14 


The Advertisement Director: 1 Albemarle St., London W.1. GROsvenor 4738 


*All readers!) 


ire quoted from the Hulton Readership Survey 1953 
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Warrington 
Guardian 


NET SALE 
(January-June 1953) 


97,304 


copies per week 
(C.A. Certificate) 


You can’t cover 
South Lancashire 
and Cheshire 
without it! 


: 


%& LARGEST SALE IN 
CHESHIRE OF ANY 
NEWSPAPER 


30’- 


FLAT 


Insertion in whole Series 
guaranteed 


London Representative : P. Moon 
134 Fleet Street, E.C.4 — Tel. Cent. 6329 
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ity, as are all big circulation 
magazines providing first-rate 
colour facilities. “Class” maga- 
zines, because of their compara- 
tively small circulations and be- 
cause of the reduced purchasing 
power of the higher income 
groups, are expected to find the 
going hard. Advertisers will be- 
come more reluctant to take 
space in new journals. 

One agent, who thinks there 
may be some switch of spending 
from magazines to newspapers, 
makes what may be a significant 
observation. There is a feeling, 
he says, that there are teo many 
magazines, particularly those ap- 
pealing to women, of great 
similarity. 

An agent in the technical field 
expects that the recent relaxation 
of N.P.A.-Newspaper Society 
recognition conditions, designed 
to facilitate recognition of well- 
established agents handling main- 
ly technical accounts, will bring 
more revenue to newspapers. 


Posters 
Five agents believe that out- 
door advertising will do better, 
only two that its position will 
weaken. One, a director of one 
of the largest agencies, writes: 


Poster sites are in better 
shape than at any time since 
the war. Moreover, the adver- 
tiser is in a better position to- 
day than at any previous time 
to make an assessment of site 
values comparable with his 
assessment of press space. 
Another agent somewhat sar- 

castically observes: 


Posters will increase their 
revenue, I believe, at the 
expense of the press. Adver- 
tisers erroneously believe that 
they get greater effect with this 
mediurt. As papers get bigger, 
clients believe that small spaces 
get “lost.” 


Yet another agent fears that 
outdoor advertising will suffer be- 
cause of the effect of the Town 
and Country Planning Act in re- 
ducing the number of sites. 


Advertising films 


Of eight agents forecasting the 
prospects for advertising films, 
six expect their popularity with 
advertisers to increase. Films. 
they say, are still developing and 
improving. Complete national 
coverage is obtainable now that 
the A.B.C. circuit is in the pic- 
ture. One writes: 


Real competition has 
entered the film business. This 
leads to harder selling and 
more people using the medium. 
There is also more of it to use. 
Also films help people prepare 
for snonsored TV rather better 
than does radio 
The minority view that adver- 

tising films will do less well is 
based on the reduction in cinema 
attendances, and the belief that 


now 


films as a form of entertainment 
will continue to lose audience to 
television. 

Four agents think commercial 
radio wil] take less money, two 
that its position will be stronger. 
Here again competition from 
television is a factor. Radio, says 
one London agent, is not main- 
taining its pulling power. 


Some authoritative 
forecasts 


Of particular interest are the 
following replies from agency 
directors whose names, if it were 
possible to disclose them, would 
command the utmost respect: 

* * * 
“Bad Printers” 

The big technical improve 
ments in the production of 
women's magazines will con- 
tinue to raise circulations and 
therefore advertising revenue. 
Press media known as “bad 
printers’ will tend to decline. 
No advertising man will recom- 
mend them if an equally good 
and better printed medium is 
available. Popular media will 
do better. Class media will 
have to fight harder for what 
they get. 


* * * 
Demand for Quantity 
WILL DO BETTER: National 


dailies, big local evenings, biggest 
weeklies, posters. 

Witt DO worse: Local 
weeklies and small evenings and 
dailies, “glossies,” most new 
media. 

REASONS: The trend of adver- 
tisers towards the biggest quantity 
of readers per £ will continue for 
at least one more year, spurred 
on as usuai by purely superficial 
reading of the excellent Hulton 
Survey. 

* * * 
More Discrimination 


If leading national dailies 
and Sundays increase size, they 
will siphon off expenditure 
from other publications and 
media groups. Cinema and 
radio may suffer through long- 
term loss of audience to TV. | 
expect to see more discriminat- 
ing buying within media 
groups, Those offering the best 
facilities (e.g. colour in maga- 
zines) are likely to increase 
their share of total expenditure. 


Space restrictions in 
nationals should further ease 
in 1954. A lot of money went 
into magazines and provincials 
because nationals were re- 
stricted, and some of this money 
will return to nationals. The 
inclusion of A.B.C. cinemas 
and developments in screen ad- 
vertising technique will attract 
more money to that medium 
Town and Country Planning 
will begin to restrict or even 
reduce poster advertising facili- 
ties. 
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CONFERENCE OF TOP EXECUTIVES IN BRITISH INDUSTRY 
Exclusive lo— 


MANAGING DIRECTORS (Smaller Companies) PRODUCTION (or Works) MANAGERS 


DESIGN & DEVELOPMENT HEADS PLANT MAINTENANCE ENGINEERS 
TECHNICAL DIRECTORS CHIEF BUYERS (Larger Companies) 


ix 
This ¢s your MONTHLY audience when you 
speak Lo your potential customers 
CecouegAe \\WWUSERNL EQUIP NENT NEWS 


and every man is listening— 
September circulation - 


12,074 copies 


because IEN brings him news of immediate 
practical value in his work— 


1. TEN’S Controlled Circulation ensures that every copy goes to a Top 
Executive concerned with one or more of these functions: Product 
Development, Production. Plant and Plant Maintenance. 

TEN’S Circulation is proved every month by a Sworn Statement by 
the Printer and by Post Office Receipt. A facsimile of these documents 
is sent to every advertiser. Want one?—it’s unique. 

TEN’S editorial content consi-t- solely of brief news items which give 
the essential facts about new «juipment, parts and materials, plus the 


highly popular ‘I Wish I Had’, ‘Ideas & Methods’ and ‘New Literature’ 
sections. Every page carries «ve of these items, 


uns 


yale 


May we send you a specinie copy and Rate Card ? 
Industrial Equipment \. 
Telegrams: IENPAYS Weed) | adon 


wW 
\\ 


in 


wv 


\\ 


\ 


66, Grafton Way, London, W.1. 
Telephone: FUSton 8562/3 
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QUESTION: What develop- 
ment on the media side during 
1954 would be most welcome 
to you, as an agent, in facilitat- 
ing your task of using media to 
the best advantage of your 
clients? 

Agents really go to town in 
answering this. It is clear that 
in their view there is a great 
deal yet to be done to make 
advertising more effective and 
to plug the gaps that can result 
in wasted effort and unecon- 
omic spending. 

There are some obvious replies, 
of course. Some agents write 
“15 per cent from all media, in- 


Agents would like media to give them— 


tion about all classes of media. 


First, on circulation. A.B.C. 
net sale figures, say several 
agents, should be insisted upon. 


All journals, without exception, 
should be A.B.C. members. One 
agent even goes so far as to sug- 
gest that trade journals should 
be compelled by law, or by con- 
certed advertiser-agent action, to 
have their net sales A.B.C. 
certified. 


Readership facts 


Secondly, on readership. All 
publications, agents insist, should 
supply breakdowns of circulation. 
Much more information should 
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MORE A.B.C. NET SALES 
MORE READERSHIP DATA 
MORE STANDARDISATION OF 
PAGE SIZES & COL. WIDTHS 
NO MORE SPACE RESTRICTIONS 


AND 15 PER CENT 


cluding outdoor™--and they 
mean this seriously. Others, 
who favour commercial TV, 
plump for this as the most wel- 
come happening. But most of 
the answers call for developments 
that would enable existing media 
to be better used. 

Outstanding is the demand for 
more and more factual informa- 


be made available about reader- “on the lines of 
ship by class, income, sex, the American model.” Another 
interest, region. for “a comprehensive, unbiased 

Especially is such data needed national media survey.” 
from trade and technical journals Among individual replies are 
and from local newspapers. the following: 

The point is repeatedly made We should like to see a general 
that such information should be tendency to declare circulation 
detached and objective. One figures and areas of distribution, 
agent asks for extension of particularly in the technical field. 


A.B.C. figures Our clients want to know who 


reads the papers, how many, and 
where. We find that the reluct- 
ance of some publishers to be 
exceedingly embarrassing to us, 
and often we have had to exclude 
them from our media list because 
of lack of detail in regard to cir- 
culation and the breakdown of it. 

We would like A.B.C. figures 


D’ye Ken the John Peel country 2 


Are you getting your share of the 
£:31.979,000* spent annually in Retail 
Establishments in CUMBERLAND alone? 


With a population of 284,190* this 
represents £416 per family. 


To cover the whole of Cumberland, West Northumberland, 
North Westmorland and South Dumfriesshire (S. Scotland). 


Advertisers must use... 


CUMBERLAND WEEKLY NEWS, WORKINGTON STAR and 
PENRITH OBSERVER (GROUP SALES EXCEED 53,000 COPIES). 
CUMBERLAND EVENING NEWS (Carlisle). 


CUMBERLAND EVENING STAR & MAIL (Workington) 
(COMBINED SALES EXCEED 29,000 COPIES). 


The largest group of Weekly and Evening Newspapers 
printed and published between Glasgow and Nth. Lancs. 
by CUMBERLAND NEWSPAPERS LTD. 


A MUST FOR NATIONAL COVERAGE. AN IDEAL TEST AREA 


* Board of Trade Census of Distribution and Other Services 1950 


Head Office: 27 ENGLISH STREET 
CARLISLE. Tel. 25256 
London Office 


: 53 FLEET STREET 
LONDON, E.C.4. 


Tel. CENtral 4968 
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* where £1,000,000 is spent 
every week in the shops of 
Nottingham alone 


* where industry is diverse, un- 
employment lowest and coal- 
field wages highest 


*where the largest shopping 
centre of the prosperous 
North and East Midlands is 
situated 


Amalgamating 


THE NOTTINGHAM GUARDIAN ano THe NOTTINGHAM JOURNAL 


The only morning newspaper in the five counties that it covers— 
Nottinghamshire, Derbyshire, Leicestershire, Lincolnshire & Rutland. Gives 
advertisers the most concentrated and economical coverage of this rich market 


The new GUARDIAN JOURNAL combines paper that will be bigger and better than its 
the resources of two old-established Nottingham famous parents—a newspaper that will stand 
papers in the production of a morning news- in the first rank of the English provincial press. 


Published at Forman Street, Nottingham 
LONDON OFFICE: 67 FLEET STREET, &.C.4 * CENtral 2111 
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Appropriations trends survey 


*What agents want from media-cominued 


from all publications, particularly 
trade and technical journals, 
with a breakdown of the type of 
readership. An appreciation by 
these journals that space buyers 
realise that 5,000 of the right 
prospects are better than 10,000 
of the wrong. But figures are 
necessary, 

More work done and more 
money spent on the co-operative 
evaluation of different types of 
media. 

Further and more detailed re- 
searches into the nature of media 
audiences, into the impact of such 
media and the processes of moti- 
vation, 

Another agent, asking for “ a 
really sound evaluation of out- 
door media” expresses the view 


that “no recent efforts have 

really cracked the nut.” 
Duplication figures 

Reliable duplication figures 


based on the Hulton or similar 
readership figures, and more 
analyses of readership such as 
those issued by the Daily Herald 
are also asked for, as is “a more 
— and co-operative atti- 


tude by media proprietors to the 
subject of media research.” 

All media owners’ research, 
suggests another agent, should be 
conducted on agreed common 
standards of measurement. 

Almost equally marked is the 
agents’ demand for more stan- 
dardisation of column widths, in 
the case of newspapers, and of 
page sizes, in that of periodicals, 
especially trade and _ technical 
journals. Standardisation of rate 
cards is also mentioned by one 
agent. 


Small advertiser 
grievance 


Despite recent easing of the 
newsprint position, and the 
obvious fact that some nationals 
have space to sell, it is evident 
that agents generally are far from 
satisfied yet with the space 
facilities offered by newspapers, 
especially some of the nationals. 

Several hope for “larger news- 
papers,” or for “more newsprint 
for the big nationals.” One prob- 
ably hits the nail on the head, 
with the same objective in mind, 
when he —_— for a fall in the 


cost of 
writes, 
ability.” 

A number of agents voice an 
oft-heard complaint against the 
nationals’ big space policy, which 
they believe makes it more diffi- 
cult for the smaller advertisers to 
get the spaces they require as 
and when they want. them. 
Replies touching on this point 
include the following: 

The removal of all restrictions 
on space, i.e. the restoration of 
free choice of media, sizes, dates, 
etc., particularly in so far as the 
smaller advertiser is concerned. 
At present he is quite frequently 
crowded out because of the 
larger spaces now carried which 
often to him are not economi- 
cally possible. 

A reduction in the size of space 
encouraged by the national news- 
papers. The position of small 
space advertisers gets more diffi- 
cult every day and the use of 
extravagant spaces is not good 
for advertising or for business 
generally. 

One agent asks for discontinu- 
ance of “phoney” special posi- 
tions at “uneconomic rates”; 


newsprint. Another 
“increased space avail- 
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another for “a discontinuance of 
the fantastic practice of some 
newspapers of charging more pro 
rata for larger spaces.” 

Thinking on similar lines, 
many agents would like to see 
what is described by one as “un- 
restricted space availability.” For 
example: 

The opportunity of getting 
fand really obtaining without 
last minute cancellations) a suffi- 
cient number of insertions regu- 
larly in the really worthwhile 
media. 

Wider choice of size and space 
in certain of the more crowded 
national dailies and Sundays. 

Removal of all space restric- 
tions in national newspapers, 
particularly the popular Sundays. 

Guaranteed insertion dates for 
run-of-paper bookings. 


Sly digs 


Two agents have sly digs at 
newspaper office staffs and space 
reps. They would like to see: 

Newspaper office staffs that do 
not insert advertisements after 
their cancellation, so embroiling 
the agent with his customer. 

Even more intelligent, creative 
salesmanship by media reps, aim- 
ing at telling the agent new 
reasons why the medium con- 
cerned is good for a_ specific 
client of his. 

One agent—and surprisingly 
only one—would like most to 
have localised commercial radio 
networks and stations. “What a 
dream!” he adds. 


MORE SPACE AT YOUR SERVICE 


One of the most welcome signs of the present time is the gradual 
passing of stringencies in the supply and use of newsprint. 
Newspapers are now able to give more space not only to news, features, 
pictures and so forth, but, what is of especial interest to you who read 


this announcement, to advertisements. 


THE HEREFORD TIMES 


is in this happy position. Happy, too, in calling attention yet again to its 


constantly increasing circulation which carries it into almost every home 
in its own county and extends to large tracts of the surrounding shires. 
The people of this wide territory appreciate their county paper's vigour, its 
friendliness, its intimacy with all their doings. They have a fine faith in its 


Advertisement Manager 
R. J. H. GILLARD 
Maylord Street, Hereford 
Phone 2551 


NEWS, VIEWS AND ADVERTISEMENTS 


London Representative 
P. MOON 

134 Fleet Street 
Phone CEN 3913 
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Patent No. 957562 
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THE WONDERSIGN DISPLAY CABINET 
» Containing: 


® 1 Metal Display 174" x I1}” 


Soard | Stencilled Fount Board 
® 2 Metal Display 12” x 8 @ containing |” letters. ¢ 


Boards signs and shilling signs 
oS «as & 8’ x 38’ in all 84 characters. 
e 2 ” ” ” 175" x 3° 
: 1 Stencilled Fount Board 
e 2 wh wm 10° x 2” | containing 3” letters, 
@ 2Metal Price 5S’ x 2° giving in all 120 letters 
J Tickets and 30 figures. 


The Metal Display Boards have hinged struts, which enable 
them to stand either upright or on their sides, and 
provision is also made for hanging. 


Patent No 


957562 
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NEW & USED CARS 


“WONDERSIGNS Zee 


IQSOCITROEN LT.1S SALOON £595 


Changeable Magnetic Letters jageumuvemernnrses 


i95| MORRIS OXFORD SALOON £625 
i951 FORD ANGLIA SALOON £415 
i951 AUSTIN A4O SALOON £625 
I947ROVER 12 «SALOON £595 
951 HUMBER HAWK SALOON £795 
I9STVAUXHALL 14 SALOON £195 
9S8HILLMAN 14 SALOON £265 


' 


937 AUSTIN “10 ‘SALOON £235 

Part EXCHANGE - DEFERRED Terms 
| AUL THE ABove Cans 
_- GUARANTEED, — 


WONDERSIGNS are the most efficient and most 


attractive display signs now available—and the easiest 
and quickest in use! They are absolutely ideal for 
window and counter displays, showrooms, exhibi- 
tion stands, cinemas, theatres, restaurants, offices, 
factories, etc.—in fact, wherever a quickly variable 
message is required. The letters stand out in bold 
relief against the bright colours of the Display 
Boards, making WONDERSIGNS a first-class 
advertising medium. 


Wondersign characters are manufactured by an entirely new 
and up-to-date method and are guaranteed to provide per- 
manent magnetism sufficiently strong to resist all vibration. 


The Display Boards are stove enamelled in an 
attractive wrinkle finish, and are supplied in 
black, red, light blue, dark blue and green and 
can be supplied with illumination from behind 
if required. 


WONDERSIGNS 


Proprietors: THE ACME SHOWCARD & SIGN CO., LTD. 


STOCKINGSWATER LANE, BRIMSDOWN, ENFIELD, MIDDLESEX Telephone: HOWard 2674 
On view at our Showrooms 9 SOUTH MOLTON STREET, LONDON. wy telephone: MAYfair 0292 
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Appropriations trends survey 


Agents split nearly fifty-fifty 


on commercial television 


O* no question are agents hedged about with qualifica- 

more divided than on that tions and reservations that the 

of commercial television division of opinion is not clear- 
. ; cut. 

Four questions were asked Some agents personally in 
to elicit their views on this favour add qualifications such as 
subject. From the replies the “if under proper control.” In 
following conclusions emerge: One Or two cases those cpposed 

Most agents—62 per cent of to commercial TV indicate that 
the sample—expect commercial their personal and professional , 
television to come in this OP!mions on the subject are at view of several agents, un- Other replies include the fol- 
country, in some form, and Vatiance! doubtedly benefit would be some lowing, all from directors of im- 
not necessarily in 1954. — The question “Do you consider of the really big ones, those portant London agencies: 


Most of them expect it to come in this country. 
Nearly half do not personally favour it. 


About the same proportion think it would benefit adver- 
tisers generally. 


Opinion is equally divided on whether or not its advent 
would be detrimental to other media. 


cent—personally favour it. 
44 per cent are against it 
personally. 

Only 46 per cent think it 
would benefit advertisers as a 
whole. 

34 per cent think the press 
and other established media 
would suffer by its advent, 36 
per cent that they would not. 
fo this question, however. 


that commercial TV would bene- whose products require demon- 
Only just over half—S2 per fi advertisers as a whole?” pro- pre lg and Rat selling “im- 
duced some interesting replies. pulse purchase” goods. 
At least two agents fear that Some doubt is expressed about 
the possible political repercus- the proposed pattern of commer- 
on advertisers might be cial television, so far as this can 
One writes: 
It would benefit their sales that the conditions likely to be 
but not their health. An im- imposed will make its use un- 
mensely powerful medium that — profitable to advertisers; another 
would be a headache to use in that advertisers will only benefit 
political atmos- if the facilities offered, even in 


be foreseen, One agent considers 


the early stages, make it a worth 


One “gaff” on the part of a 
sponsor or a station operator 
and this is almost inevitable 
right into the home of the people, 
60 per cent of whom are against 
it on principle, will do inculcul- 
able harm to the business of ad- 
vertising., 

It would just introduce one 
more battleground for advertisers 
to fight on. The big would bene- 
fit and the few would suffer. 

It may increase sales for cer- 


many of the replies were so Advertisers who would, in the = while medium. 


tain products, but will not in- 


PAPEREPRODUCTION ! 


The production and distribution of reports, minutes, circulars and similar typewritten matter plays an essential part in efficient administration and because of the 
large volume of this work, particularly in local government, cost is a vital factor 


In industry too, banks, insurance companies and commercial offices now find a 
need for better quality duplicating, but at lower cost 


The solution is ‘Papereproduction’, a word combination which sums up the new cost-cutting method where 
master copy is typed on Rotamasta paper plates for perfect facsimile reproduction on the Rotaprint offset-litho printing and duplicating machine 
By this process, two great advantages are achieved at once. The quality goes UP out of all recognition and the cost goes DOWN co a new level 


Typing low-cost Rotamasta paper plates is as easy as typing on plain paper, printing them on the Rotaprint is simpler still, and 
can be filed for reprints 


f required, the Rotamasta plates 
Where hundreds of copies are needed on any kind of paper, Rotaprint ‘Papereproduction’ is an absolure economy, but >” 


even if only ten copies are wanted the Rotamasta place will provide them as perfect as the original at less cost than ten good carbon copies 
*Papereproduction’ is only part of the value of a Rotaprint installation, for Rotaprint is a printing and duplicating machine, which can be used with 
equal efficiency for reproducing ruled forms, drawings, photographs and illustrated literature in black and white or colour. 

Whether your work be mainly duplicating, mainly printing, or a combination of both, there is obviously a case for you to find out more about 
Kaye's Rotaprint Completion of the enclosed Enquiry form will place you under no obligation. Fill it in now ! 


KAYE’S poco 


ROTAPRINT ENQUIRY FORM 


| Please send, without obligation, printed specimens and full details of ] 
Rotaprint 
ly] ] Name ; ] 


DEPARTMENT . 


Pin this Enquiry Form to your letterheading and post to: | 
KAYE’S ROTAPRINT LTD - Honeypot Lane, London, N.W.9 - 


Se ce cae ede cee ates ae es cas 


HONEYPOT LANE, LONDON, N.W.9 
Tel. Colindale 8622 (12 lines) 
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1p SCRAP CARBS 
ONE (ON as ew STEER 


AKE AT 


one man in 
five minutes 
can erect the 


ADVERTISER'S WEEKLY 


> in five minutes one man can change this packing 
case into an exhibition stand complete with counters, models, 
showcases and displays. Travelling as a self-contained unit, 
the conversion is made simply by opening the sides of the box 
and, immediately, sixty cubic feet of storage space is transformed 
This 


into over one hundred square feet of illuminated display 
we call it the IVELPAK~ is foolproof, 


patented principle 
thiefproof and practical in every way. 
The particular model shown here forms part of a travelling 
exhibition produced for the British Iron & Steel Federation ; 
other designs are helping manufacturers and distributors in the 
form of stands and dealer-aids throughout the world. Wherever 
they go they are unique, for no two IVELPAKS look alike 
The cost is less than that normally associated with a conventional 
exhibition stand and, as it need never be out of use, the IVELPAK 
quickly repays the investment. 

There’s a strong case for IVELPAK in any business. If you 
can come to our White City Works and see them being made we are 
sure you will find they answer some of your problems. Please 
or tell us to send you a brochure. 


telephone for an appointment 
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USED THE 
BATH TEST 


Sally Lunn’s bakehouse is still 
standing in Bath, a reminder that Sally was probably the 
first manufacturer to use Bath as a test area for a product 
which afterwards swept the country. What Sally did then, 
you can do even better today. 
have made Bath, and the surrounding countryside, into 
a perfect cross-section of the British Isles. 
the retired, the professional, and the industrial classes 
are all represented in proportions that correspond closely 
to those of the total population. And what makes Bath an 
even better proposition for the canny space buyer is that 
it can be covered easily, and with no “ overlap, 
the Bath Chronicle at 9/- per S.C.1. 


paper printed in Somerset, and 34,000 copies are sold every 
night 


1} a for every house in the city and throughout 


the County and Wiltshire. 


Get full details from 


The Advertisement Manager, 134 Fleet Street, London E.C.4. Central 2767 


For modern conditions 


The leisured, 


” through 
It is the only evening 


Glovers 


London Office : 


To SELL 


in the 


ISLE OF WIGHT 


advertise in the 


ISLE OF WIGHT COUNTY 


PRESS 


Resident population 90,000 


Weekly net sales (A.B.C.) 


27,940 


Heed Office: NEWPORT, ISLE OF WIGHT 
143 FLEET ST., E.C.4, (CENtral 6692) 


$24 


. 
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WHAT 50 AGENTS THINK ABOUT COMMERCIAL TV 


The questions 


* Doubtful | No opinion 


Do you think commercial television will 
come in this country? oes 

Do you personally favour it? ... 

Do you think it would benefit advertisers 
as a whole? 

Do you think the press and other estab- 
lished media would suffer by its advent? 


yes or no to the question, 


crease productivity in Britain as 
a whole, and this is the most 
important of all. 

This (whether advertisers will 
benefit or not) depends on the 
eventual organisation and con- 
trol, but programmes and com- 
mercials that conform to the best 
traditions of British entertain- 
ment and advertising must make 
commercial TV an effective sell- 
ing medium. It will of course in 
the main benefit the large adver- 
tisers who can afford the cost of 
peak-hour programmes, but 
smaller advertisers will use the 
off-peak hours or “area” stations 
if the eventual organisation 
allows for this. This, however, 
is parallel to the nationals, where 
the big advertiser dominates with 
a half-page and the small fights 
with a 4 inch d.c. 

By and large, it is the agents 
who dislike commercial television 
who think it will be of no benefit 
to advertisers and that its advent 
would be detrimental to other 
media. Some degree of preju- 
dice must evidently be allowed 
for! 

Those ‘who prophesy _ that 
other media would suffer and 
those who take the contrary 
view more or less cancel each 
other out. For help in forming 
an opinion on what is really 
likely to happen one must turn 


GENTS were asked whether 

they expected-during 1954 

any significant changes, other 

than those covered by previous 

questions, in advertiser policy 
or agency practice. 

Some of the replies, especially 
those mentioning agency  re- 
muneration, reflect a degree_of 
wishful thinking! Taken as a 
whole, the response indicates an 
expectation, not of any sudden 
or dramatic developments, but of 
a continuation of certain trends 
already marked. 


Most notable of these is that 


*In this category are included replies so qualified that they do not represent a clear 


to the replies from agents who 
qualify and elaborate. 

Here one finds quite a 
marked consensus of opinion 
that: 

A probable initial falling-off 
in advertiser spending on other 
media would be temporary, 
and it might even be followed 
by an expansion, especially in 
the of th 


Only the weaker media 


A few agents mention among 
media that might feel a draught 
commercial radio, outdoor ad- 
vertising and films. 

Among reasons given for the 
view that other media would 
not lose are: 

That the TV coverage may 
be too restricted to be a serious 
threat. 

That TV advertising by the 
big advertisers would cause 
retaliatory § action in other 
media by smaller concerns who 
could not afford TV. 

Another agent, whose views 
represent those of a considerable 
section, says other media would 
suffer “inevitably.” He adds: 


The big spenders (a mere hand- 
ful) will find extra appropriation. 
The smaller ones will divert ap- 
propriation either from press, 
poster, radio (particularly) and 
direct mail, 


More advertisers will 
use agents as 


sales consultants 


towards a broadening of the func- 
tion of the advertising agent and 
of the scope of his services. It 
is well stated by one agent, who 
writes: 


More and more advertisers 
will use agents as sales con- 
sultants as well as advertising 
practitioners. 

Other replies making the same 
point are: 


A continuation of the tend- 
ency for advertisers to co- 
operate more closely with their 
agents on the marketing side 
of their selling problems. 

Circumstances will compel 
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~ 3-14 May 


London and . 


New opportunities in the greatest 


" - Northern Region: Bourd of Trade, 
of all National Trade Fairs Clarendon House, Clayton St West, Newcastle-on Tine, / 


East and West Ridings Region: 
Board of Trade, Pearl Chambers, Last Parade, leeds, 1 


Bookings are now open for the 1954 BIF and— this vear 
exhibitors who apply early will be able to choose the site 
they prefer. Eastern Region: Bourn d of Track 

More~ the earlier you book the surer you are of getting Block C. Government Buildings, Brooklands Ave., Car 
into the advance catalogues; world-wide publicity to 
25,000 business men before they travel to Britain 

Apply now to your Regional Office of the Board of 


North Midland Region: Poard of Trad 
Gove nent Buildiays, Chalfont Drive, Nottingham 


London & South Eastern Region: Pourd of Trad 


Cromwcll Dean Stanley Street, London, S Wl 


Trade for space at the London sections of the Fair and for 
full information about exhibiting. If you have not 
exhibited before, they can tell you what the Fair can now 
offer to your particular business. For space in the 
Engineering and Hardware Section at Castle Bromwich 
apply, Chamber of Commerce, 95 New St., Birmingham. 

The BIF of 1954, profiting by the experience of 32 
previous Fairs, will be even better organised to show 
British goods to the world 

It will again provide contacts, inquiries, and orders 
unobtainable in any other way—for every British industry 
represented. 


BIF MEANS BUSINESS 


Southern Region: Mourd of Trad 
Marlborough H Park side Rd., Reading, Berk shire 


South Western Region: ' 

Board of Trad ’ Julian Rd., Snevd Park, Bristol, 9 
Wales: Bound of Irade Office for Wales, 

Government I nes, Gahalfa, Cardiff 

Midland Region: Hoard of Trade, 

Cul Great Charles Street, Birmineham, 4 
North Western Region: 

Boar Ne n Street, Manchester, 1 
Scot and Trade Office for Scotland, 

gs] a row. C2 


Northern treland: Miniwiry of Commerc: 
ra od Chichester Street, Belfast 
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The Conrad Press Ltd 


195 SLOANE ST. LonD0n) = 8 


SLOANE 61513 


Unequalled in Kent 


9 Newspapers 
| Order 

3 Stereos 

| Account 


—_ 3 | 8,1 2 4 sell eat Sales 
Associated Kent Newspapers 


Accounts Office ind 
30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives 


E. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 


WE WANT | 
AN 
AGENT 


with any clients whose products | 
or services appeal to the water 
engineer, sewage engineer, or 
municipal engineer to let us have 
the opportunity of proving that 
“THE WATER & SANITARY 
ENGINEER” 

is unbeatable as a first rate 
medium. Contact the Advertise- 
ment Manager at 32 Finsbury 
Square, _F ot 2 or phone 
MONarch 1541. 


MERCURY (Words of Wisdom) 
DAILY CALENDAR PADS 


with bold figures and a literary cit-bit for 
each day fitted to your trade announcement, 
will ensure a full twelve months free 
exhibit in the best positions. You or your 
printer can obtain Mercury Pads from 


DAILY POST PRINTERS 
WOOD STREET, LIVERPOOL 


e Most of ‘the really good 
enlargements are made by 


SILK SCREEN ARTS LS 


97 SHIRLEY ROAD. CROYOON 
ADDISCOMBE 3147-8 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
) EXPRESS / 
DELIVERY 
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CANINE MAGAZINE 


DOGS’ BULLETIN 


A.B.C. 23,213 


The 
Largest circulation 


Department 
Representations Ltd. 
231 Strand, W.C.2 
Tel: CITy 5906 38A 


Appropriations trends survey 


SEPTEMBER 17, 1953 


more firms to co-ordinate pub- 
licity and sales departments to 
better effect, and agencies must 
help more than ever before. 
General tendency to consider 
selling rather than creative ad- 
vertising. Agencies not geared 
to marketing and selling will 
have to change tactics. ‘ 
As a concomitant, — several 


| agents forecast that market re- 
| search will be more extensively 


used, One, a creative man, cynic- 
ally writes: Research will increase 
in use and therefore misuse will 
be even greater. 

There is general agreement that 
advertisers will require higher 
standards of agency service, both 
on the planning and creative side. 
This may mean the switching of 
accounts to agencies of all- 
round efficiency. The point is 
made flippantly by one agent, 
who says: 

Advertisers will increasingly 
give their accounts to people 
who are good at advertising, 
rather than to people who are 
good at golf, bridge, wining 
and dining. 

Another agent, British, writes: 

The trend for more and more 
advertisers to place their busi- 
ness with American agencies or 
with the few British agencies 
offering a comparable service 
will continue and be acceler- 
ated. 

Other agents consider that the 
“down to earth” agencies wil! 
take over many accounts from 
the “luxury” agencies, and that 
smaller agencies will find them- 
selves obliged to give more com- 
prehensive service if they are to 
keep their clients. 

A number of replies touch on 
agency remuneration. One agent 
expresses a representative view 
when he writes: 

Il expect a trend towards 


standardisation of commis- 

sion rates both by the practice 

of charging a flat fee and by a 

general falling into line with 

15 per cent by most publishers, 

Other points emerging from 
this question include the follow- 
ing: 

The Merchandise Marks 
Act may make us even more 
honest than we already are. 

Agents will increasingly re- 
quire their staffs to qualify as 


Advertiser publicity and sales 
departments will be more 
closely co-ordinated. 


Higher standards of agency ser- 
vice will be required. 


There will be more movement of 
accounts between agencies. 


Agents may become more insis- 
tent that staff members sit for 
professional examinations. 


Associates of the 1L.1.P.A, or as 
Diploma Holders of the Adver- 
tising Association, 

I suspect that we shall see 
more patent medicine advertis- 
ing and that the Code of Stan- 
dards, not now universally ob- 
served, will be under pressure 
of events. 

More ethics. More skill], per- 
force. Longer hours. More 
movement of accounts between 
agents. 

Competition will force adver- 
tisers to review dealer arrange- 
ments and to increase dealer 
advertising grants, point of 
sale aids and other incentives 
to stock and sell manufac- 
turers’ goods. 


END OF APPROPRIATIONS TRENDS SURVEY 


AD. MAN’S BOOKSHELF 


Course in airbrush technique 


Airbrush Techniques for Commercial 
irt, by John Musacchia, Henri Fluchere 
and Melvin Grainger. (Chapman and Hall 
60s.) 

This is more than a textbook; it 
is a complete course in the art and 
techniques of airbrush work and 
must prove invaluable to any com- 
mercial art studio that uses this 
medium to any extent. The extra 
guineas that superlative work 
attracts will be the more easy to 
come by when this course, prepared 
and written by three of America’s 
best exponents of airbrush tech- 
niques, has been completed and 
assimilated 

The course is divided into 13 
lessons, but before the student em- 
barks on it he is taken for a pre- 
liminary “run” over the field, shown 
how an airbrush works, how to 
make “friskets’’ or masks, what 
brushes to use, how to fill the paint 
cup, and so on. One must admire 
the attention to detail that the 
authors give to this opening section. 
Even an ordinary eye-hook and eye- 


dropper are beautifully drawn and 
their use explained. 

Each lesson has an exercise page, 
which has to be removed from the 
book and fastened to the drawing 
board. This is divided into sec- 
tions, each of which has to be 
masked before the lesson proceeds, 
so that the student gets plenty of 
practice in cutting masks. Each 
lesson is one small step ahead of 
the one previous. 

In addition to the lessons there 
are 12 short pieces that might be 
described as lectures. These cover 
such subjects as “textures and 
effects,” “photo retouching,” “‘tech- 
nical manual retouching,” “architec- 
tural illustration,” and so on. They 
serve to round off the whole work 
which, regarded from the adver- 
tisers’ or the artists’ angle, must be 
assessed as a major contribution to 
the literature on commercial art. It 
seems almost impossible that any- 
one could embark on this course 
and fail to benefit—G.H.W. 
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... YOU CAN DOMINATE 
EUROPE’S RICH AIR FORCE 
», DOLLAR MARKET! 


Your Ad IN 


‘os FORCE DAILY 


Voucher copies . . . rate 
cards...market data 


... yours for the 
asking — without 
any obligation. 
| Another First/ FOR THE PUBLISHERS OF THE 
Bis * “NETWORK OF NEWSPAPERS 
Sewing THE U.S. ARMED FORCES Everywhere” 


Direct your ADVERTISEMENT MANAGER, AIR FORCE DAILY 
enquiries now to; 102 PARK STREET, LONDON W.! Tel : GROsvenor 3651/9 
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15-l6 MARKET SQUARE, HORSHAM, SUSSEX 
‘Telephone No. Horsham 1696-7-8 


U.P.C. Limited 


KINGSBURY WORKS, KINGSBURY ROAD, LONDON, N.W.9 


We are now in a position to supply from stock GLASS 
ASHTRAYS with advertisements fired on in any one colour 
with ceramic paint which is permanent. 


Advertisement = can 


be printed on the 


sides in the three 


spaces between 


cigarette rests, with 


the same or three 
different texts. 
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How to merchandise more 
confectionery in cinemas 


According to the latest official returns box office takings in 


British cinemas continue to decline. 


Confectionery selling and 


cinema-going are closely allied and American confectionery 


interests have studied how 


“CINEMA attendances and 
sales of confectionery 
seem to go together like bread 
and butter,” said Leon J. 
Levenson, of the American 
Theatres Corporation, who 
urged at the annual convention 
of the National Confectioners’ 
Association that the industry 
co - operate in promoting 
cinema attendance through its 
advertising programme. 

“A few years ago,” he declared, 
“the theatre industry was hit by 
the advent of television. Sales 
dropped and the candy bar manu- 
facturer also suffered because 
millions of consumers were being 
kept from the point-of-purchase.” 
Steps were taken in two direc- 
tions: to attract to the stand a 
larger percentage of those who 
were inside the theatre, and to 
make a larger unit sale to those 
who were buying. 


Advertisers should 
mention cinema-going 


“The first was accomplished 
by adding to the appeal of the 
confectionery stand wherever 
possible and by the judicious use 
of impulse-stimulating trailers 
and short intermissions 

“The second was achieved by 
making available higher priced 
items, particularly in atternpting 
to convert five cent sales to 10 
cent sales. This was done in most 
theatres by reducing the number 
of five cent items being carried 
and increasing the number of 10 
centers. In the larger houses 
attempts were made.to sell 15 
and 25 cent lines.” 

He suggested that in the various 
advertising programmes drawn up 
by confectionery manufacturers, 
mention should be made of 
cinema-going. 

The paramount problem in to- 
day's retail merchandising was 
seen by Ernest Prince, of 


McKeesport Candy Company. to 
be the provision of adequate dis- 
Describing a market test 


plays. 


to advertise their items 
inside the theatres. 


better 


carried through in a number of 
retail! stores he declared that two 
conclusions could be drawn: 

1. Higher priced items sell 
better when displayed separ- 
ately. 

2. They sell better still if dis- 
plaved in large variety 

“Advertising, smart advertising, 
can and will change the product 
you sell from an impulse to a 
demand item. Confectionery has 
been impulse for too long,” said 
Charles F. Nickel, of H. C. 
Bohack Co., Inc. 

Sales volume to-day, he added. 
was on a par with the canned 
meat group: “Our own gain of 
1952 confectionery sales was 950 
per cent that of 1937. The re- 
turns for the first quarter of this 
year shows continued rapid pro 
gress with a 12°5 per cent gain 
over the same period last year 
How has progress been made? 

“New 12 foot candy display 
stands have now replaced the old 
two by two foot rack and the 
glass dishes. We now speak in 
our stores of candy depart- 
ments Up to 150 items are 
temptingly displayed for readv 
selection by customers and their 
attention has been gained by 
these displays. To compete in 
this glamorous array of colour 
and style. your package must have 
that shelf selling appeal, so essen- 
tial to self service merchandis- 
ing.” 


Modernisation covers 
stores and packages 


Motivated by the same senti- 
ment the Fannv Farmer com- 
pany, largest manufacturing re- 
tailers of chocolates in the United 
States. have restvled the packages 
and sneeded up a store moderni- 
sation programme. The company 
at present operates almost 400 
stores in some 200 cities 

One section of the New York 
shop is devoted to a mail order 
department This has heen 
equipned with a spacious counter 
and comfortable chairs 


The Fanny Farmer 
company, _ largest 
manufacturing re- 
tailers of chocolates 
in’ America have 
speeded up their 
store modernisation 
programme follow- 
ine a careful study 
and analysis of 
consumer  buvine 
habits. Comfortable 
chairs and spacious 
counters character- 
ise the new interior 
design. 
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| A VALUE eireulation 


no other journal can claim 
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OF THE 8,999 weekly net sales (A.B.C. certified) 
of ADVERTISER’S WEEKLY, seven copies out 
of every ten are sold to National and Regional 
Advertisers and Advertising Agents — the most 
powerful executives in the Advertising and 


Marketing industry. 


This is, indeed, a Value circulation and one 


which can be reached only through 


= > aa) > > Ee) ee) 


Advertiser's 
Weekly 


a 180 FLEET STREET, LONDON, E.C.4 


8 TEL. CHANCERY 8844 


The only Journal devoted exclusively to {‘vertising and Marketing 
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SOUND IDEAS CAN 


BY TIMID PRESENTATION 


[Syren agency people are apt 
to complain that their best 
work never sees the light of 
day. And they are apt to be 
right. Every agency has its 
“old oak chest” which is wist- 
fully opened from time to ume 
to reveal its dusty treasures— 
campaigns and designs of 
blinding brilliance which phili- 
stine clients have failed to 
recognise, 

But is the client always wrong? 
Is it not fairer to say that he ts 
sometimes incapable of explaining 
why he is right-—or simply that 
he has insufficient faith in the 
recommendations of his advisers? 


At first glance 

a reincarnation 

1 have been wondering for 
some weeks about the . history 
of the poster for Crosse & Black- 
well salad cream. This unassum- 
ing job may of course have been 
produced once and for all in its 
final form and heartily approved 
by client and agency alike—or 
possibly by client and “creative 
printer.” But I prefer to believe 
that someone at some time put 
in a plea for a more ambitious 
treatment. 

I passed by this poster every 


CROSSE: BLACKWELL 
SALAD CREAM 


Treated with greater imagination 

this could have been a really 

amusing, evocative, and memor- 
able poster. 
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BE KILLED 


Is the client always wrong? In his monthly survey of current posters STUART LEWIS expresses the 
belief that it might be fairer to say that he is sometimes incapable of explaining why he is right. Or it 


may be that he has insufficient faith in his advisers. 


of a poster that could have been a really striking production. 

correspondent points out that many posters based on good ideas are spoiled by a too “safe” handling so 

that a casual viewer misses their point. Lack of imaginative and bold treatment of ideas are said to 
be one of the main weaknesses of British poster advertising. 


day for nearly a month without 
taking much notice of it, After 
ali, what is particularly notice- 
able about a large and realistic 
bottle, some realistic lettuce 
and a realistic lobster? This is 
a combination which might 
equally well be advertising 
Heinz or anybody else's salad 
cream; and in fact the poster 
appears to be—at first glance 
—the reincarnation of many 
other posters for similar pro- 
ducts. 

One morning, however, 1 
looked at it more closely and 
saw that the lobster was hold- 
ing the bottle of salad cream 
between its claws. 


Could have been 

a memorable design 

This set me thinking. 

There is of course nothing very 
remarkable in this simple visual 
idea, particularly as presented in 
the Crosse & Blackwell poster. 
Nevertheless it could have been 


THE WONDERFUL LIGHT 


Sheer virtuosity in choice and 

placing of colour has turned the 

well-worked lamp theme into a 
striking poster. 


the basis of a really amusing, 
evocative. memorable design. 
Imagine what Games, Eckersley, 
Henrion or any of our top-line 
poster artists would have done 
with it. Imagine the fun that a 
leading Continental] designer (like 
Savignac) would have had—and 
imagine, above all, the impact on 
a surprisingly receptive British 
public. 


Main weakness of 

British poster advertising 

Whether or not the agency re- 
commended a more imaginative 
treatment of this idea, whether or 
not they were consulted at all, 
this design demonstrates one of 
the main weaknesses of British 
poster advertising. 

Many posters based on good 
and workable visual ideas are 
handled so “safely”’—and that 
means so timidly—that the 
casual glancer misses _ their 
point completely. 

Indeed in the Crosse & Black- 


A good average example of the 

cartoon style. An expression 

of apprehension would, however, 
have served better. 


These observations are prompted by the appearance 
Analysing what went wrong, our 


well poster, where the idea is 
whimsical and the treatment 
deadly dull, there is really no 
point at all. 


* * * 


HE new Games poster for 

Osram Lamps is well up to 
the artist’s usual standard. How 
many times, | wonder, has a white 
silhouette of a lamp been used 
in lamp advertising? So often 
that one almost feels that there 
is nothing else to use and that no 
One stands an earthly chance of 
using it differently. 

This did not deter Games. With 
apparent ease he used the old 
familiar shape in a new and un- 
familiar way. By his sheer vir- 
tuosity in choice and placing of 
colour, by the skilful creation of 
a night-sky effect in the black, 
blue-grey and purple background, 
and by the addition of a grinning 
man-in-the-moon face inside the 
glowing, friendly lamp, he has 
told a wordless story that is full 
of meaning. 


Cartoon posters 
need careful handling 


In contrast to the symbolic 
treatment of this design are the 
present crop of  cartoon-style 
posters. Properly handled, these 
can be extremely effective; even 
poorly handled they can be sure 
of pretty high readership. Few 
people can refrain from taking a 
quick look at any cartoon, how- 
ever corny it may be. 

The new Tide poster is a good 
average example of the cartoon 
style. A schoolboy sprawling in 
the mud with the caption “Lucky 
I'm Taking Tide home!” is bound 
to strike a chord with countless 
harassed mothers, 

Personally, I cannot bear the 
waggish expression on the boy's 
face, for I feel that in advertising 
as in life precocity is not an 
endearing quality in the young. 
Besides, would it not have been 
far more “human”—and more 
amusing—to give the child a look 
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The Mills & Rockleys Area 


POSTER advertising repeats your message to 


each “reader”, to a degree unobtainable by any other 
medium. Mills & Rockleys would be pleased to 


discuss planned poster advertising with you. 


MILLS & ROCKLEYS LTD 


Poster Advertising Contractors + Administrati 2! Queen Road, Coventry 
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LAP OLE LILLTT LIF ee re) 


Don’t forget 
SC POSTERS 
i in the small towns 


In planning your Poster Advertising it is so 


e basis. Many of these towns have an appeal 
oe over very wide areas. They are also olten 
cy slower to introduce new products and present 
an Opportunity for new advertisers. 
These small towns form a strong reinforcement 
for adjacent posting in the larger towns and 
; only require a small number of bills to get 
& 100 per cent attention. 
- Consultation with Sheldons with their 113 
} years’ experience will ensure you get the best 
ig results from your 
s national or local. 


Poster Advertising 


og Sheldons Ita 


Established 1840 


_ SHELDON HOUSE, QUEEN ST., LEEDS, 1. 
- 
ei 


fae VALID) LUD LID) MOP MIF) LAF) LIF’ LEFT” 
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MANCHESTER POSTER SERVICES“L 
e 27, 29, 31 Bootle Street, Deansgate, Manchester 2. 
Telephone : BLAckfriars 9211 (3 lines) 


: Posting Crews are 
é 
i of Experience and 


Handle 


your Bills with Pride. 


PADDINGTON 0186/7 
- PADDINGTON ADVERTISING COMPANY 
a 37 SPRING STREET, W.2 


ye easy to overlook the small towns where buying 
a habits can be so greatly influenced by Posters. 
ie Do not judge small towns on a population 

\ 
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®STUART LEWIS ON POSTERS —continued 


of momentary apprehension and 
leave the caption to do_ the 


| selling? 


Remarkable subterranean 
beer extravaganza 
Other cartoon posters now on 
show include a three-picture con- 
tinuity for Courage (“Whenever 
you sce the Cockerel take Cour- 
age’) and the new mountaineering 
job by Ronald Searle for Lemon 
Hart Rum Both are likely to 
claim the attention of their respec- 
tive publics 
The most remarkable of all, 
in fact one of the most re- 
markable posters I have seen 
for many a day -is the new 
Barclays extravaganza. Here 
we are shown a diver standing 


1 UN ott 
ss orrven’ 


This 
question 
drinker 


ence for 


raises the 
average 
prefer 


beer 


striking poster 
whether the 

car overlook a 
non-sea watered 


on the sea-bed and addressing 
a startled mermaid. In her hand 
is a hottle of beer and out of 
his helmet come the words 
“Weil, don't just stand there! 
Go and get an opener!” 


Fantastic but unfunny 

Now incongruity is often the 
essence of cartoon humour and 
this situation is nothing if not 
incongruous, Yet to my mind. 
which is not unduly literal, the 
idea of opening a bottle of beer 
at the bottom of the sea is merely 
fantastic without being funny. 

Even if the implication is that 
Barclavs Beers are on demand 
evervwhere, |] doubt if the aver- 
age beer drinker can be expected 
to overlook his preference for 
beer that is undiluted by sea 


This three-tiered 
is likely to claim 
Differently designed 
ments rourd the same 
heing placed in the 


cartoon poster 
attention. 
advertise- 
theme are 


pre SS. 


| Have.a GOOD RUM for your money 


The well-known Searle characte 

is undaunted even by the hazards 

of mountaineering in his quest for 
the advertised product. 


water. Or is there some subtle 
point in this poster which | have 
missed? 
Is there perhaps a shaggy dog 
sniffing around that sea-bed? 
+ * * 

HE illustration of Gilbert 

Harding in the People poster 
for their feature “What's His 
Line?” is notably, if unintention- 
ally, ambiguous. Those who wish 
to see in it Harding the Scourge 
of the Resident Team will not 
be disappointed; those who prefer 
his sunny side may catch a fleet- 
ing glimpse of it. 


. . 
Big bus campaign 
NE thousand buses are cur 
rently carrying Ferguson 
posters through the London area 
Poster design has a fluorescent 
ink yellow background 
This bus campaign marks the 
beginning of Ferguson's advertis- 
ing drive which is being staged 
on a larger scale than ever before 
To tie-in with outdoor advertising 
big spaces have been taken in all 
the national daily and Sunday 


newspapers Many _ provincial 
morning and evening newspapers 
and magazines are being used 
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Effective use of posters 
to eliminate waste 


OSTERS are being used by 
Samuel Jones & Co., Ltd., 
paper makers, in an endeavour 
to pursuade their staff in every 
department to avoid waste. 
Similar campaigns have proved 
very successful in the past when 
directed to keeping clean and 
tidy the many mills, offices, ad- 
hesive factories and garages 
belonging to the company. 


Prizes for best 
poster selections 


Interest is being further 
aroused by a poster judging con- 
test for which prizes are being 
awarded for the best selections. 

All the posters have been de- 
signed and produced in the South 
London studios of Benders Studio 
Ltd., who also took the many 
photographs used in the various 
campaigns. 


ANTI- WASTE CAMPAIGN 1953 


if 

100 
EMPLOYEES 
waste 


5 minutes 
PER DAY 


@ 


wages each = 
£1 per day 


he Pee De whe tae 
a, We KP BOR POO KP DOW pee xP 
eerie 
ape ghars Hoare A So Dee 
Me whe HP noe He 

cod = 


REIL AGE 
£260 pre vear 
We hove 1000 employees { 


Soft drink poster strikes the eye 


from far off 
the criteria of a poster's 


I 
I success is to be measured by 
the visibility it can gain over a 
wide area then the Britvic produc- 
tion in the Strand has rung the 
bell. Designed by Auger & 
Turner Ltd., viewed either from 
ground or bus-top level the words 
can be read from a distance of 
200 yards. Flood-lit at night it 
does not fail in competition with 
the many adjacent neon signs. 


Central to theatres 

The temptation to use a pretty 
girl theme was overcome and the 
enormous size of the bottle to- 
gether with the lack of detailed 
items are factors making for this 
effective carrying power. The site 
was chosen because of its centra- 
lity to theatres and restaurants. 


Egyptian mummy appears in poster | 


HE day he was commissioned 
by the G.P.O. to design a 
poster appealing to the public to 
pack their parcels with greater 
care, Stan Krol began to think 
of an ideal type of parcel that 
would not arrive in pieces, His 
thoughts turned to Nature and he 
pondered the perfect shell pack- 
age that is put around the kernel 
of a nut: he contemplated the 
protective covering of an oyster 
and then his thoughts wandered 
out to the Middle East. They 
came to rest in Egypt. 

The result was the “mummy” 
package poster. In hitting upon 
this idea the claim is that a 
mummy has gone into a poster 


for the first time in advertising 
history, Certainly it can be main- 
tained with safety that a mummy 
symbolises a carefully packed 
parcel and justifies the slogan 
“Contents intact.” 


| 
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For sites worthy 


of your poster 


Consult 


Sheffields 


ery 


Publicity House, Cornwall St. 


Birmingham 


Phone: Central 3784-5 


= 


~ 
Seeing the Sites? 


LANCASHIRE 


THE (DEAL PO 


| 
One of the richest 


WEVE MANY agricultural areas 
“BEAUTIES” 
” _in the country 


is completely 


ouwry |. 
STERC covered 


AN 
Nour 


GUARDIAN 


(Established 1861) 


The most 

influential paper 

in Pembrokeshire, 
South Cardiganshire 
( 1 and West Carmarthenshire. 


Head Office : 
18 Market Street, 
Haverfordwest, Pembrokeshire 
Telephone » Haverfordwest 57 


R AD 
ASSOCIATION 
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Largest Net Sale in Kent 
KENTISH TIMES — 


KENT’S BEST MEDIUM 


* The eight papers of the ‘'Kentish Times"’ series circulate 
throughout 130 thickly populated square miles of the 
County with an average weekly net sale (ABC) of 


81,825 
l 


per trade 
s/c inch 23]/- flat rate 
Rate card and specimen copies on request 
Head Office : London Office : 
Times Buildings Bank Chambers 
Sidcup 329 High Holborn, W.C.! 


Tel. FOOtscray 1155 (4 lines) Tel. HOLborn 2730 


AdVELEISELS ave hai such 2 
SUCCESSFUL RESULT 


from their announcements this year in The Dunfermline Press that 
there is an ever-growing demand for space in this newspaper. To 
supplement the space available, and provide a gilt-edged opportunity 
toa national advertiser, the publishers have decided to de a solus 
position of five inches double column on the right-hand bottom 
corner (fly) of the main news page. This, if taken up, will be the 
first time an advertisement has ever occupied a space on this page, and 
it will, of course, be occupying the finest position in the newspaper. 
The Advertising Manager will be pleased to receive enquiries from 
national advertisers who might be interested in booking this space. 


The Dunfermline Press 


and West of Fife Advertiser 


21 41 8 (A.B.C.) copies sold weekly 
offering saturation coverage in West Fife, the most rapidly expanding 
county of Scotland. 
89 NEW ROW, DUNFERMLINE, FIFE 
Telephone: Dunfermline 117112 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


intensively cover the populous 
and oT area of South- 
‘est Middlesex 


Essex County 
43,022 Standard 


, ed series 


136 HIGH STREET | COLCHESTER 
HOUNSLOW 


Phone: HOUnslow 0016-7-8 


Largest Circulation 
in rural Essex 


Lendon: G Jackson, 
Clifford's Inn, £.C.4 HOL Mii 
Founder Member London Suburbon 
and Home Counties Press Group 


47,701 (June ABC) 
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How to apply the heat 


ONSIDERING the summer 

we have had it is not surpris- 
ing that a number of local papers 
have been thinking of the dark 
nights and the chilly mornings 
of winter-time. 

The Warrington Examiner was 
probably first off the mark with 
a full page composite feature 
warning readers that winter is 
just around the corner. With the 
vast range of continuous burning 
fires now on the market, adver- 
tising support for such pages is 
strong, while frequent official 
exhortations to use fuel econ- 
omically provide ready-made 
editorial. 

Three unusual features about 
the Examiner's page: 

(a) “Where to get advice on 
your winter fuel” was set 
as a_ three-decker news 
headline above an advertise- 
ment for the National Coal 
Board’s direct sales service. 
Why not? There is plenty 
of news in the advertisement 
columns. 

{(b) A. supplementary feature 

dovetailed into the page 
was devoted to the “odd 
jobs” in decorating neces- 
sary before the cold and 
damp set in. Editorial was 
set T fashion with the top 
headline across three col- 
umns, and a 6 in s.c., 
advertisement under each 
arm of the T. 
The “little men” were not 
neglected. There were 
small displays from fire- 
wood sellers. 


* * * 


WINTER nights need not mean 
idle hands or idle heads, readers 
of the Newcastle Journal were 
assured in a composite page 
urging them to make the most of 
their leisure hours. 

Commercial colleges, evening 
classes, are of course, “naturals” 
for such a_ feature, but the 
Journal demonstrated how wide 
a field is open. Handcraft sup- 
plies, knitting machines, and even 
a school of practical massage 
were among the supporting 
advertisements. 


-_ 
oO 
— 


* * * 


No Fewer than 69 provincial 
papers are organising special 
editorial-advertising features 
to support Carpet Fortnight. 
which begins on September 26. 
They cover the kingdom from 
Aberdeen, where the Evening 
Express will run its feature on 
September 25 to Torquay where. 
on September 30, the Herald and 
Express joins in this mighty pro- 
motion effort. 

There is no doubt that many 
other local weeklies will also 
arrange carpet publicity features. 


By WILTON EVAN 


Carpet retailers are being urged 
by the British Carpets Promotion 
Council to take advantage of 
these plans; indeed travellers are 
suggesting that they might well 
take the initiative and ask adver- 
tisement managers of newspapers 
in their area what are their plans? 


* * * 


THE HANDSOME centenary 
supplement issued this month by 
the Birkenhead Advertiser might 
well serve as a model for such 
publications. Beautifully — pro- 
duced, and written with clarity 
and distinction, it was more than 
a personal record of achievement. 
It covered 100 years in the grand 
manner, dealing with all aspects 
of local life, industry, sport, 
religion. It is only when one 
puts it down that the realisation 
sinks in that thoughout all this 
time, and in all these spheres, the 
Advertiser has been an _ integral 
part of local life. 

Such a supplement is better 
by far than _ self-promotion, 
however, eloquent. The Adver- 
tiser lets the record speak. 

“A free press, without licen- 
tiousness, is the best palladium 
of British liberty” the first issue 
proclaimed. The truth of this 
has been demonstrated in a 
century of service. I commend 
this extract on the family spirit. 

“Each generation has added 
its quota of enterprise and initia- 
tive to the development of the 
Advertiser installing modern 
equipment to meet the increasing 
dernands of the age. Each genera- 
tion has kept in step with the 
march of progress, but at no 
point has the personal touch 
which links executive and the 
youngest apprentice been lost or 
overlooked. 

“It is this family spirit which 
gives to the best of Britain's 
provincial newspapers their spe- 
cial quality: it is a spirit that 
is at al] times present in the 
Hamilton Street works where the 
Advertiser has been printed for 
so many vVears.” 


* * * 


AN OLD newspaper with a 
young management is the West 
Sussex County Times, go-ahead 
journal printed at Horsham. 

The Times, which now incor- 
porates the Horsham Advertiser 
and Sussex Standard, was estab- 
lished in 1869. It is a family 
newspaper. 

Managing director to-day is 
Miss S. Gooding. Her managerial 
staff are all under 35. The editor 
is A. F. Assam, advertisement 
manager J. Podlasinski. 

Enterprise? There seems to be 
no lack of it. 

The former 16th Century 
building housing the offices and 
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A complete face-lifting operation has been carried out upon the 
building housing the offices and works of the “West Sussex County 


Times.” 


works has been completely re- 
built in the last twe years, being 
completed early this year, and 
the firm now claims to have one 
of the most up-to-date newspaper 
and printing works in_ the 
country. 

New machinery has _ recently 
been installed, including a Cessar 


B.16 printing press which can 
produce a !6-page paper at a 
maximum rate of 3,500-4,000 


copies per hour, and three modern 
Intertype type-setting machines 
fitted with auto-spacers and auto- 
matic metal feeding devices. 

Enterprise shows itself in the 
columns of the journal, too. 
There is a lesson for other 
weekly newspapers in a compo- 
site feature packed with ads. for 
hotels in the Isle of Wight. Ac- 
companying editorial points out 
that “each year more and more 
West Sussex holiday-makers visit 
the Isle of Wight” and extols the 
virtues of that popular holiday 
isle. 

It is a reminder also that with 
their new freedom local news- 
papers must look to special 
features of this kind to fil] the 
greater spaces available and pro- 
Vide extra revenue. 

* * * 


NorasB_re occasions, like the 
opening of new establishments, 
continue to provide excellent 


scope for advertisement features 
of strong news value. 

Two recent examples: 

The Westerm Mornine News 
carried a ful! page advertisement 
for the opening of the new 
department store of John Yeo 
and Compy., Ltd., in Plymouth. 
Opposite was a composite half- 
page of advertisements from the 
main and sub contractors, and 
on the classifieds page was an 
11 inch advertisement over four 
columns from the firm which 
supplied the steel work. 

The Southern Daily Echo also 
secured support from the con- 
tractors when new premises for 
the Southampton branch of 
Gestetner Ltd., were opened. 

* * 

Wuen THE Western Gazette 
dropped the A. and B. system 
for classified advertisements, it 


The contents have also felt the touch of modernity to such 
an extent that it is now claimed to be the most up-to-date newspaper 
and printing works in the country. 


| 13! Fleet Street, London 


$35 


increased jts size to 
and carried over 
of classifieds. 

* * * 

LOCAL NEWSPAPERS are under 
the microscope in the new 
“Typoclinic” feature started by 
the British and Colonial Printer. 
The first to be dissected is the 
Loughborough Monitor, which 
although nearly 100 years old, is 
hailed as “extremely bright and 
refreshing . . . the best type of 
local newspaper.” 


16 pages, 
27 columns 


»* * » 
IN tHe North Berks Herald a 
Didcot furnisher reproduced 


11 brand names, and added “Buy 
from the furnishers you know.” 
. * * 


IN THE Ludlow Advertiser 
local cinemas reproduced a photo- 
graph of their new panoramic 
screen to make a striking ad. 

* * * 

PRELIMINARY WORK has started 
on the building of an extension 
of the Rochdale Observer prop- 


ertv in Drake Street, Rochdale. 
The extension will provide 
extra space for the rapidly 


expanding general printing depart- 
ment and will form part of the 
Observer's 100th birthday in two 
and a half years’ time. The 
extension will be the first new 
building to be erected in the cen- 
tral area of Rochdale since 1939. 
+ * * 

Six EMPLOYEES of Swain & Co., 
Ltd., printers and publishers of the 
Stockport Advertiser series, have 
retired since the war after 50 
years’ service. The latest—Fred 
Richens, foreman of the letter- 
press machine department, spent 
55 years with the firm. He has 
been presented with a cheque, to 
which the firm and employees 
contributed, by Colonel S. Astle, 


managing director. 


For pulling in a large slice of | 
Nottinghamshire the 


NEWARK ADVERTISER | 
| 
| 


use 


London agent: Will Kitchen jr. 
Central 3133 


ADVERTISER'S WEEKLY 


FOR THE SIX MONTHS FROM 
JANUARY—JUNE 1953 


ANOTHER 


RECORD SALE 
44,477 


Copies per issue 
(Member of A.B.C.) 
Display Rate unchanged at 


12/6 


per s.c.i. 
(Under 3-4d per 1000 copies sold) 


Che 
MAalsall Observer 


Full details of rates and special positions available from 
S. F. RICHARDS, P. MOON, 
Advertisement Manager, 134, Fleet Street, 
Observer Buildings, London, 
Walsall 2137 Central 3913 


THE 
WELLINGTON JOURNAL 


& 
SHREWSBURY NEWS 


NET SALES 50, 134 weecy (A8.c,) 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (ceN¢rai2626) 


CANNOCK | 


ADVERTISER 


CANNOCK CHASE 


POPULATION 
STAFFORDSHIRE | OVER 


65,000 
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iggest 


285,000 
typical families 
read Holland’s 


newspaper 


Whether you judge Het Vrije Volk’s readers accord- 
ing to income groups, the rent of their homes or 
their ownership of such things as radios, cameras, 
motor vehicles, bank accounts - you wi'l find that 
the figures are remarkably close to the national 
average (in fact somewhat higher). 

Through Hei Vrije Volk you reach a typical cross 
- section of the community - and a larger section 
than is covered by any other newspaper. 


Het Vrije Volk 


U.K. representatives: Joshua B. Powers, Ltd. 
14, Cockspur Street, London, S.W.1. 
Tel. 


WHI 3366 


PERPETL 


Send for illustrated 


PHOTOPRINTING 


ON GLASS 


Distinctive ercervianery | 
Gifts for Executives’ Desks 


GLASS PAPERWEIGHTS @ GLASS ASHTRAYS 
DESK PEN HOLDERS @ ROCKER BLOTTERS 
‘AL CALENDARS 

Prices from 4s. 


to 10s. incl. P.T. 


catalogue NOVOLOR LTD., 


6/9 Charterhouse Square, London, E.C.1. 


Clerkenwell 1625 


ADVERTISING MIRROR MANUFACTURERS 


ORE than 40 British firms 

were represented at the 
recent European machine tool 
exhibition held in Brussels. 

This was the third such exhibi- 
tion and the first time that Britain 
was represented. The United 
States industry was also repre- 
sented this year. Total number 
of exhibitors were 748 with Ger- 
man firms taking up half the floor 
space with 318 displays. 

During the course of his speech 
at the opening ceremony, M. Van 
Houtte, the Belgian Prime 
Minister, stated that the co- 
operation of the machine tool in- 
dustries was an important contri- 
bution to European survival. 

* ¥ 

During the first half of this 
year, 36,324 private motor cars 
and 8479 commercial vehicles 
were sold in Belgium. Of these 
6,194 private cars and 2,243 com- 
mercial vehicles were of United 
Kingdom manufacture 

The best selling private car 
continues to be the German 
Volkswagen. Renault and Opel 
retain second and third place, 
but United Kingdom Ford, the 
best selling British car, which 
formerly occupied fourth place, 
had dropped to sixth place by the 
| end of the second quarter. Ger- 
man Ford moved up from fifth to 

fourth place and Chevrolet re- 
| gained fifth place. Compared 
| with the same period of 1952, the 
| total passenger car market ex- 
panded by 8-3 per cent over the 
first six months of 1953, but 
United Kingdom sales decreased 
by 15-2 per cent and now repre- 
sent only 17-1 per cent of the 
total mnnetet. 


* 
A study of economic and com- 


mercial conditions in Belgium 
and Luxembourg is given in the 
series of 


‘ean volume in the 


Lifting the cream into 
Swedish firm, A.B. 


position. 


British machine 


Tetra Pak, 
machinery fair. 
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tools on show in Belgium 


Overseas Economic Surveys 
issued by the Commercial Rela- 
tions and Exports Department of 
the Board of Trade. Title of the 
survey, which is priced at 3s. 6d., 
is Economic and Commercial 
Conditions in Belgium and 
Luxembourg. 


Sweden 


In a promotion scheme to high- 
light their new equipment the 
A.B. Tetra Pak company pack- 
aged one ton of cream per day 
in paper cartons at a recent inter- 
national dairy machinery fair. 

The Tetra Pak organisation 
have developed a machine to 
package and merchandise milk in 
handy triangular paper cartons. 


France 


The Grand-Palais, Paris, will 
be the site of the Fourth Inter- 
national Paper and Allied Trades 
Equipment Exhibition to ny held 
next year from May 1- 

This show will be slightly dif- 
ferent from those held previously. 
Besides machines, equipment, 
accessories and supplies apper- 
taining to the graphic industries 
this fourth event wil] also exhibit 
a choice of the most outstanding 
achievements of the French 
graphic industry especially in the 
field of periodicals, books and 
publicity. 


The Netherlands 


A detailed survey of news- 
paper advertising linage in the 
Netherlands for the quarter Janu- 


ary to March last has recently 
been published by the Central 
Information Office of the Nether- 
lands Daily Press (CEBUCO). 
There are well over 10 million 
inhabitants with an average size 


One ton was packaged per day by the 
ata 


recent international dairy 
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and correct, Sir! 


| 


Your planning 


x ae x will be smoother, 
- i, See 4 your decisions 


more assured, 


if you turn to 
Spicers paper consultant 
when you're discussing 
a printing job. 


Ile speaks from 


long experience about the 
kinds of paper you need, 


and the way to use them 


to the greatest eflect. 


speak to RGGS 


Telephone: CENTRAL 4211 . 19 New Bridge St., London EC4 


A. DAVIES & CO (Shopfitters) LTD 
HORN LANE, LONDON, W.3 


: 
- | tae - 
a “ 
| 4 present A | 
| C a es . 
f 
, t # a) 2 se 3 py y | 
Ai ~ a 2 MLE 
al Me (Ge | 
1 Nee a 
~~ Bg ad kt y —_——— 
| _— ee: SL ee o fe ; P 
a | | 
s > @ XHIBITION fa 
Ls ss aye oe | 
ypu GT Fl 
' beige a a ) 1. U0] Ys Y MA. | 
i Designed by W. M. de MAJO, “og M.S.LA. Zz 
7 4 TAT 
est J hho eons nS 
¢ FOF aco® 
=o es 


ADVERTISER’S WEEKLY 538 


HAVE YOU SINISTER DESIGNSP 


Confess — you would rather like to liquidate a 
few clients, wouldn’t you? Nag about costs, 
don’t they ? Well, give ’em Celotex ! That’s 
right-—use Celotex Industrial Hardboard (we'll 
tell you why in just one moment) in all your 
designs and everyone will be happy. Celotex 
can be used over and over again. You can have 
it bent, nailed, screwed, stuck, hack—pardon, 
sawn, just like wood. Decoration is perfectly 
quick and straightforward. Use Celotex for 
partitions, walls, counters, doors, display panels, 
cut-outs—everything ! Available in economic 
easy-to-handle sizes—4’ 0” wide and up to §’ 0” 
in length. And just look at the price— 


30s. Od. per 100 square feet 


CELOTEX 


‘INDUSTRIAL HARDBOARD 


Write or phone the Industrial Sales 
Department for further details and samples 


MADE IN GREAT BRITAIN BY CELOTEX LIMITED 


NORTH CIRCULAR ROAD, STONEBRIDGE PARK, N.W. 10 TELEPHONE: ELGAR 5717 


of four per household.; On Janu- 
ary 1, last, the whole of the 
Dutch dailies together had 
2,650,000 paying subscribers so 
that it may be assumed that one 
newspaper is read in practically 
every family. 
* * * 

The first issue of the tech- 
nical publication, Polytechnical 
Weekly, has recently been pub- 
lished. Although in the English 
language, the publication is being 
printed in the Netherlands. 

An old established journal it is 
now a monthly although the pub- 
lishers hope that, in conformity 
with the title, in the fairly near 
future it will again be a weekly. 

Described as a “non-profit 
making journal devoted primarily 
to Dutch interests in the English- 
speaking world” the current 
edition states that “The stimula- 
tion of Dutch interests in foreign 
countries will be attempted by 
giving a complete survey of what 
js going on in the Netherlands in 
the field of technical develop- 
ment.” 

It is stressed that within the 
next 19 years Dutch exports must 
be increased by an average of 
400 million guilders a year. 


U.S.A. 


A number of advertising agen- 
cies operating in the processed 
foods industries joined forces re- 
cently to promote items specially 
suited for picnics. One aspect of 
the joint promotion was the 
selection of a “Miss Picnic” and 
her “essential companions.” 

* * * 


Circulation of U.S. News & 
World Report is now more than 
600,000. In a_ recently issued 
folder the claim is made that with 
no change in basic _ selling 
methods 20 per cent fewer letters 
are being sent out from the pub- 
lication’s offices than three years 
ago—when circulation stood at 
about 350,000. News stand sales 
have moved from 22,000 a week 
in 1946 to upwards of 90,000. 

Statistics on the family income 
of the subscribers have just been 
issued. This data has been taken 
from a 1953 family study of 
which income data formed merely 
a part. Family incomes were 
found to average $14,503. 

The survey was conducted by 
mail among 16,437 subscribers. 
Mailings went out on May 8 and 
9 and at the closing date, June 
15, a total of 5,473 usable returns 
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“Misses” 


Surrounded by _ the 

Marshmallow, Iced Tea, Fried 

Chicken, Pickles, and Pretzel, 

“Miss Picnic” is crowned on the 
beach. 


had been received representing a 
response of 33-3 per cent. 

The result has also lately been 
published of a study conducted 
by this publication to measure 
the magazine reading preferences 
of America’s leading newspaper 
editors among the six major 
Magazines in the news and man- 
agement field. 

The specific purposes of the 
investigation were threefold: 

1. To determine which of the 
six major magazines in the 
news and management field 
they read regularly. 

.To determine which one 
magazine they find “most 
useful” in their work. 

. To determine in which one 
magazine they place the 

“most confidence.” 

Individuals surveyed were 
editors, editors of editorial pages, 
and executive editors of all daily 
newspapers in American cities of 
25,000 and over population. The 
survey was conducted by mail, 
and questionnaires were sent out 
on a blind letterhead (American 
Research Foundation) with reply 
envelopes bearing the _ street 
address of Benson & Benson Inc., 
New Jersey, an independent re- 
search firm. 

According to the published 
report, the U.S. News & World 
Report came top of the list in 
each case and in the following 
percentages: 
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$39 
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Your Silent Salesmen/ 
Mire epers’d 3 


SS 


Astva’ Transfers ave the answer 


2 BRILLIANT Window Transfers and Pelmets, Bus-back and Transport 
markings. Brilliantly coloured—eye catching—“‘Astra"’ 
a7 PERMANENT Cellulose Waterslide Transfers are doing their job— 
* ECONOMICAL the vital link with your product at point-of-sale. Use 
& EASY TO APPLY this practical method to promote bright selling aids. 
To make your mark. Transfers are the easy way of 
or pa Bag Big brand-marking your products. Also for industrial 
quotations, write or phone. markings including decoration. 


ASSOCIATED TRANSFERS LTD., 43 Avenue Chambers, Southampton Row, London, W.C.1 
‘Telephone: Holborn 9082/ 8141-2 


s2OClATED TRANSFERS LTD. 


LONDON COUNTY COUNCIL 


Evening classes preparing students for 
the Diploma of the Advertising 
Association are held at 


CATFORD COLLEGE OF COMMERCE, 
PLASSY ROAD, RUSHEY GREEN, S.E.6. 


CITY OF LONDON COLLEGE, 
MOORGATE, B.C.2. 


CLAPHAM JUNCTION COLLEGE OF COMMERCE, 
PLOUGH ROAD, ST. JOHN'S HILL, S.W.11. 


COLLEGE FOR THE DISTRIBUTIVE TRADES, 
107, CHARING CROSS ROAD, W.C.2. 


NORTH WESTERN POLYTECHNIC, 
PRINCE OF WALES ROAD, N.W.5, 


Classes commence Monday, 28th September, enrolment as 
from 21st September. 


Copy of Prospectuses may be obtained from the Principals at 
the Colleges. (750) 


KENTISH EXPRESS 


is the appropriate Paper 
in which to cover 


KENT 


and 
EAST SUSSEX 


during 


1954 


Head Office: 


94 HIGH STREET, ASHFORD, KENT 
TELEPHONE: 1184-5-6 


London Office: 


L. G. WATKINS, 143 FLEET ST., E.C.4. 


Tel CEN 4481 


Kodatrace 


for speed 
and accuracy 


You can see the smallest detail quite 
clearly through Kodatrace. Nothing 
is obscured. And the perfect draw- 
ing surface helps you to work in 
penal, pen or airbrush with muicro- 
meter accuracy 
sionally stable, 


Kodatrace is dimen- 

and anything drawn 
on its surface remains in true pro- 
portion 


USED BY ARTISTS 
DRAUGHTSMEN 
AND ARCHITECTS 
THROUGHOUT 
THE WORLD 


Kodatrace 


THE MODERN TRANSPARENCY 


Send for leafier d test sample 
Ove DISTRIBUTORS 


Supplied in 30° ond 40° widths 
H. C. STERN ——_ hr ond holf 
CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. 


Te HOL 6086 


ephone 


PC = 
{ 
ea _ 
| that make their = = 
KK) IG 
Be ark! qe \ | 
=~ sf \ y . 
| EPO es 
fae fl = =f < fal <= SS— | 
. Unk ne — \ 
a ioe RT <e \ = Qa > | 
—--2 ligw. al AS a) | 
ANS POs ‘a | TN — | 
- " eee RT ga ee NA ( ECORA-1Y © ; 
| ¢ : 
| ee } 
| 1t OF | 
: t 
iz | 
} 
= rrti‘“‘CSCéCiN 
| ne | 
KODAK 
Pe PRODUCT 
— ee 
eee eS 
ee 
; “iar a = >a = - ae ey: = ape cs . aE iad Ps 


a 


ae Sarah esha 


ADVERTISER’S WEEKLY 


HISTORIAN WHO 
SPEAKS EIGHT 
LANGUAGES 


POSTERS and the Russo- 
Turkish wars don’t appear to 
have much in common, but 
W. E. D. Allen is keenly inter- 
ested in both. 

Chairman of David Allen & Sons 
Ltd., he is also the author of 
Caucasian Battlefields, just published 
by the Cambridge University Press. 
The book covers the history of the 
four wars on the Caucasian frontier 
between 1828 and 1914-18. 

Mr. Allen's lifelong hobby has 
been the study of the historical geo- 
graphy of the Middle bast, with 
special reference to mountain war. 
He is the author of two ecasher 
books on Georgia and the Ukraine 
and three Penguins on military 
subjects, He first visited Turkey 
over 30 years ago as correspondent 
of the Morning Post. 

He is probably the only English- 
man who has covered both sides of 
the Russo-Turkish frontier. He has 
visited 61 out of 63 of the Turkish 
provinces, a range of travel which 
few Turks themselves can rival, and 
he has been round most of the coast 
of Anatolia in local fishing boats, 

Mr. Allen's study of mountain 
warfare stood him in good stead 
during the last war when he was 
attached to General Orde Wingate 
during the guerrilla war in Abyssinia 
in 1941. Although over 40 at the 
time, he covered some 1,500 miles 
on foot or mule back during six 
months operations, 

Between 1943 and 1949, Mr. Allen 
was transferred from the Army to 


the M.O.1. and later the Foreign 
Office and was in charge of informa- 
tion services, successively, in Syria 
and Lebanon, Northern Iraq and 
Turkey. On one occasion in the 
House of Commons, Mr. Bevin paid 
a tribute to his mastery of eight 
languages. 

Mrs. Allen, who is “White” 
Russian by birth, accompanied her 


W. LE. VD. Allen inspecting blood- 
stock, 


husband on all his later travels, and 
the introduction to Caucasian 
Battlefields praises her toughness and 
resource. She was responsible for 
twice typing out the 600-odd pages 
of the book. 


ADVERTISING MANAGER’S CORNER | 


Pass, friend 


As Advertising Manager the ball is at your feet. 


You can keep it to yourself and maybe score 


the odd yoal, but you're apt to collect a few 


kicks on your own account when you miss. And 


sooner or later you are bound to miss if you 


go on trying to be the whole team. So why not 


shoot the ball across to 


Harris and let them 


pile up some points for the side? Pass, friend, 


we're waiting. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


4ARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET LONDON, W ! 
Tel REG 


3295-6 


Up in the 
morning early 


How many people in advertising 
have made a habit of rising at the 
forbidding hour of 3.30 a.m.? 

Perhaps the only one who has is 
J. P. Mel O'Connor, new assistant 
secretary at the Institute of Incor- 
porated Practitioners in Advertising, 
who used to get up at that hour 
every morning to attend Matins 
when he was studying philosophy in 
the Benedictine Monastery = at 
Prinknash Abbey, Gloucester. 

Mr. O'Connor has had a varied 
career. At 17 he was a Solicitor’s 
clerk ; at 21 he turned to philosophy, 
When he was 23 he joined the R.A.F. 
and was commissioned in 1942. He 
saw service in North Africa and Italy 
at the combined British-American 
Headquarters as an organisation staff 
officer. 

He decided to enter advertising 
after the war, and joined Paul FE. 
Derrick Advertising Ltd., where he 
remained until his 1.1.P.A. appoint 
ment, 


He runs Ireland’s 
gayest magazine 


VISITING his London agent last 
week was genial, six foot Cecil B. 
McWeeney, managing editor of 
Social and Personal, which has 
acquired the title of “Ireland's 
Gayest Society Magazine.” Launched 
as recently as 1949 it has already 
achieved an A.B.C. circulation 
figure of 7,005. 

Although Mr. McWeeney was for 
some time in 
the advertise- 
ment depart- 
ment of the 
Times Pic- 
tvrial in Dub- 
lin he is 
primarily a 
journa list, 
[ite 2i2 
brother, P. D. 
Mc Weeney, 
who 1S Sports 

itor of the 
Irish Times 
and another 
brother, A. P. 
McWeeney, who is chief sports 
reporter on the Irish Independent. 

He took over the managing 
editorship of Social ond Personal 
early this year with plenty of ex- 
perience in this field of journalism 

for seven years he was managing 
editor of the Irish Tatler and Sketch. 

And Mr. McWeency has climbed 
to the top in another ficld as well. 
He is one of the original members 
of the Irish Mountaincering Club. 

* * * 


BROBERT C. Preble, president of 
Encyclopedia Britannica Inc. and 
director of the English company, 
arrived in this country list week. 
Mr. Preble has for many years 
been associated with rceference-book 
publishing both in an editorial and 
selling capacity, having begun sell- 
ing encyclopedias during his last 
year at the University of Illinois to 
help defray his college expenses. 
During his visit he wl! present to 
the Glasgow Art Gallery on behalf 
of Senator Benton, the chairman of 
Encyclopedia Britannica Inc., a 
picture from the latter's collection. 


S. V. Sista and his sister. 


THE SISTAS LEAVE 
FOR BOMBAY 


Tue last of the overseas delegates 
to the 1951 International Advertising 
Conference sailed for home last 
week. S. ¥. Sista, son of the late 
V. Sista, a pioneer in Indian ad- 
vertising, and his sister, S. Peri, have 
spent the past two years studying 
advertising in this country and in 
Europe. 

Mr. Sista has been working with 
Armstrong Warden Ltd. and Miss 
Peri, with Allardyce Palmer Ltd. 
They have been studying for the 
examinations of the Advertising As- 
sociation. Last year they attended 
the youth advertising conference in 
Copenhagen and have also recently 
completed a six-week holiday-cum- 
business tour of Europe. They 
visited Norway, Sweden, Denmark, 
Germany, Switzerland, Spain and 
France calling on advertising agents, 
manufacturers and exporters. 

Before he sailed Mr. Sista told 
me that they had established many 
useful contacts in England and 
Europe. And he added: “I am con- 
vinced that there are increasing pos- 
sibilities of trade between the new 
India and Europe. There is tre- 
mendous scope for manufacturers 
marketing their goods in India.” 

The Sistas are returning to the 
Bombay agency which their father 
founded, Sista’s Ltd., which has be- 
come one of the leading agencies in 
India. 


End of column note 


AT is not often that a journalist is 
permitted to creep into this column, 
but the retirement of Frank Measom 
warrants an exception to the rule. 
Born in 1881, his first job in 
Ficet Street was with a firm of ad- 
vertising contractors at the age 
of 15. 

His last job was editor of The 


Monumental Journal. 
Contact 


WEEKS WISECRACK 


~~ 


“I suppose they call it a 
clubs’ conference in order 
to attract the golfers, 
old man.” 
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More news 
about people 


At the fifth annual meeting of the 
Local Government Group of the 
Institute of Public Relations, the 
following were elected as its man- 
agement committee : Raymond 
Broad (Association of Municipal 
Corporations), A. E. Apted (Public 
Relations Assistant, Croydon 
Borough), John Halton (P.R.O., 
Kent County Council), A. A. 
McLoughlin (P.R.O., Middlesex 
County Council), R. W. Raby 
(P.R.O., Ealing Borough Council), 
John C. Sutcliffe (P.R.O., West- 
minster City Council). Norman H. 
Rogers (NALGO) was re-appointed 
group honorary secretary. 


* * * 
Bernard Dickinson, Conservative 
Party publicity officer for the 


northern area, has resigned to take 
up an industrial appointment. 


* * * 
Charles Fenby, editor-in-chief of 
the Birmingham Gazette and 


Despatch since early this year, has 
been elected a director of the Birm- 
ingham Gazette & Despatch Ltd. 


Diploma presentation 
Stanley Moffett, director of edu- 
cation for Sheffield, presented 
diplomas of the Advertising Asso- 
ciation last week to L. L. Durrant, 
D. J. Earl and H. Hughes, success- 
ful in the May finals. Also present 
at the ceremony were K. van der 
Toorn, head of the department of 
commerce and management, N. St. 
J. Stembridge, advertising director, 
Sheffield Telegraph, and R. Russell, 
chairman of Sheffield Publicity 
Club’s education committee. 
* * * 


R. I. Palmer, secretary of 
Southern Newspapers, and H. 
Thompson, chief accountant, 
Birmingham Gazette, will be dele- 
gates at the annual conference of 
the Chartered Institute of Secre- 
taries. 


* * 

Sidney H. Perren, a founder mem- 
ber of the Advertising Association, 
who is now living in retirement at 
Westcliff-on-Sea, celebrated his 
golden wedding on Saturday with a 
family dinner party at the Savoy. 
He served continuously on the Ad- 
vertisement Investigation Depart- 
ment until his retirement five years 
ago. He was one time president of 
the Press Advertisement Managers’ 
Association and several times chair- 
man of the joint advertising com- 
mittee. He started his career in 
Fleet Street in 1895 with the 
Sheffield group of newspapers which 


was taken over by the Kemsley 
organisation in 1925. 
* * * 


Julien Elfenbein, editorial! director 
of the home furnishing group of the 
Haire Publishing Co., New York, 
who is on a visit to this country to 
encourage greater export trade in 
consumer goods, was entertained to 
lunch by the wholesale linen trade 


of London and West End linen 
buyers on Tuesday. 
* * - 


Trevor Evans, industrial corres- 


pondent, Daily Express, has been 
elected to the board of London 
Express Newspapers Ltd. 

* * * 


Sir Richard Haddon was installed 
as Master of the Worshipful Com- 
pany of Farmers in the City of 
London, last week. Sir Richard is 
chairman and managing director of 
Farmer & Stockbreeder Publications 
Ltd. and Poultry World Ltd. 


Legal and Gazette 


Arthur Chadwick 
leaves £6,500 


Aratnuk Cyapwick, of 107 Widmore 
Road, Bromicy, Kent, formerly a director 
of Chadwick-Latz Ltd., left £6,591 6s. 74 
gross, £6508 6s. 8d, net. (Duty paid 
£196.) Subject to a few small bequests, 
he left his property to his children, or to 
their issue. Probate has been granted to 
his son, Arthur B. Chadwick, of 173a 
High Street, Sevenoaks, and John Brrkic, 
of 7 Upperton Road, Sidcup, advertising 
agents, and Alec W. Blackwell, solicitor, 
of 3 and 4 Berners Street, London, W.1. 

Heney James Jewett, O.BE., of 20 
Clarence Road, Hunstanton, Norfolk, one 
of the first railway advertising managers 


10 be appointed, having served the old 
Great Northern Railway in that capacity 
prior to the 1914 war, director of the 
Photochrom Co. Ltd., left £36,052 18s. 
Sd. gross, £25,687 8s. 8d. net 


COMPANIES WINDING-UP 


The first meeting of creditors of Escort 
Publications L.d., 30 Cork Street. Lon- 
don, W.1, publishers and printers was 
held at the offices of the Board of Trade, 
Irviresk House, Strand, W.C., when the 
Official Receiver reported that the wind- 


ing-up order was made on July 27. The ! 
company was formed in January, 1948, | 


with a nominal! capital of £1,000, of which 
£2 only had been issued. I: appeared 
tLat the company, who had published a 
magazine called Escort, had not traded 
for some considerable time. According 
to a draft statement of affairs there was 
a debenture for £2,000 and unsecured 
eredi.ors for £10,416. The exact figure 


ot assets could not be estimated but 
they were said to amount to not less 
than £800 


No resolution was passed and the mat- 
ter was left in the hands of the Official 
Receiver as liquidator. 


CHANGES OF ADDRESS 
John Willis Advertiing Ltd. 
<avendish Square, London, W.1 
New Era Advertising Service Lid. to 
St. Paul's Chambers, 19/23 Ludgate Hill, 
E.C4 


to 6, 


ADVERTISER'S WEEKLY 


all over 
the world.. 


bankers, government officers, 
economists and industrialists 
read THE BANKER all 


the year round. 


Their requirements are varied 
cars, office equipment, 
travel facilities and so on — 
but they do mean business. 


THE BANKER 


reaches them for you— every month 


R. PRENTICE, Advertisement Manager, 9-11 Poultry, F.C.2 


THE 


DONCASTER 
FREE PRESS 


| Published every Thursday 
* 
CIRCULATION 
27,800 
FAID FOR COPIES 
LARGER THAN ANY OTHER 
DONCASTER WEEKLY 


CIRCULATES EXTENSIVELY 
IN DONCASTER AND 
SURROUNDING DISTRICTS 


ALL LEADING TRADERS USE 
ITS COLUMNS REGULARLY 


Send for RATE CARD and copy 
of paper to Advertising Dept, 


10 SUNNY BAR, DONCASTER 


Phone 267! 


| They sell textile machinery, access- 
_ories and chemicals to the linen, jute 
‘and cordage trades 


THE LINEN TRADE CIRCULAR 


(weekly, commercial, no frills, no colour) 


THE TEXTILE QUARTERLY 
(four times a year, technical, glossy, good 
colour work, permanent binding) 


BOTH MEMBERS ABC 
| Specimen, ratecards, circulation facts 


To follow the Press Campaign 
PLAN THE Point-of-Sale! 


Interesting, acceptable and inexpensive novelties 
which carry your message right to the point-of-sale 
are a vital part of every sales campaign. Include 
them in your 1954 Budget. Get them from 
TRESISES the Advertising Speciality experts. 


You need 
this FREE 
“QUICK-REF’ 
COMPENDIUM 

of all kinds of 
specialities with 
samples and 
guide prices 


MAT CO 
Square * Burton -upon- Trent 
Tresises Compendium of 


>i 


To TRESISES DRIP 
Bar Phone Burton 2276 

Please send 

Advertis: 


Name Position 


from H. R. CARTER PUBLICATIONS 
LTD., 2 Marcus Ward Street, Belfast | 
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ADVERTISER'S WEEKLY 


2 new monthly 
journals 


The first issue of Cleaning and 
Maintenance, published by Wheat- 
land Journals Lid. carrics 41 pages 
of advertisements. This new 
monthly, selling at Is. 6d., is aimed 
at buyers and users of cleaning, 
maintenance and hygicne products, 
equipment and services, and circu- 
lation covers factories, schools, 
churches, hospitals and similar 
large establishments. First issue 
had a distribution of 10,000 copies. 
The publishers are offering a special 
founder advertisers discount of 20 
per cent on all advertisement space 
booked during the first year, and 
to compensate for the lower price 
which the advertising agencies will 
receive they are increasing agency 
commission from their usual 10 per 
cent to 15 per cent. 


* a” * 


Published for the first time this 
week is Club Secretary—a 
specialised monthly magazine aimed 
at social, sports, services, and ex- 
service, working men’s, professional, 
and women’s clubs, and all registered 
clubs throughout Great Britain. The 
first issue contains 68 pages (30 
pages of advertisements) and carries 
two colours. Overall size is 11 in. 
x 8} in. The Club Secretary is pub- 
lished by Trade Journals Lid., an 
associated company of United Trade 
Press Lid. Advertisement manager 
of the new journal is William Burns. 


a} - 


ne 


An Outstan 


A Motor Show Supplement is to 
be distributed with Ale Force Daily 
and the U.S. Services weeklies Army 
Times and Air Force Times on 
October 20. 

* * * 

Hotel Management has been 
restored to its pre-war size (114 in. 
x 84 in.) and completely re-styled. 
First “new look"’ issue, dated Sep- 
tember, has 60 pages of ads. and 
is produced on art paper through- 
out. 

* * * 

Last weck’s issue of East Africa 
and Rhodesia js the first of the 
thirtieth annual volume. r. §. 
Joclson, who founded the paper, is 
still in active day-to-day control. 

* * * 

The Engineer published a 16-page 
descriptive supplement of the 
Engineering, Marine and Welding 
exhibition at Olympia. 

* * 


A British Aircraft Industry Num- 
ber, published by The Aeroplane, 
lieing up with the Farnborough Air 
Show, included a special colour sec- 
tion in which many advertisers took 
space. 

* * * 

In this week's issue the editor of 
Municipal Engineering gives an indi- 
cation of the further development 
in local governmen inter-city air 
transport that may be expected with 
the development of multi-engined 
helicopters. 

* * * 

Express and Star, Wolverhampton, 

received many letters of apprecia- 
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OCTOBER 22... 1953 


ding |ssue 


for Advertisers ! 


A specially enlarged issue to celebrate the 
1SOth ANNIVERSARY 
of The National Sunday School Union. 


AN ECONOMICAL WAY OF REACHING A 
FIRST-CLASS MARKET INTERESTED IN 
BOOKS, HOBBIES, GAMES, MUSIC, FOOD, 
CLOTHING, SPORTS EQUIPMENT, etc. etc. 


A weekly publication devoted to Youth and all aspects of 
Youth Endeavour. Official Organ of The National Sunday 


School 


Sole advertisement representatives :— 
1S Charterhouse Street, London, E.C.1. 


nion. 


ALDRIDGE PRESS LTD 
(HOLborn 8655 6) 


stad 
RUSSIA'S 
GUIDED 
MISSILES 


Russia's guided missile is featured 
on the cover of the October issue 
of “R.A.F. Flying Review,” and 
on September 25, linking up with a 
special three-page article. 


tion following the introduction of 

Times typeface and other “new 

look”’ features. 
x * 

The Times of Ceylon recently 
sponsored the first competition ever 
held in the island to choose a Miss 
Ceylon to take part in an inter- 
national beauty contest. 

* # * 

British Vogue Export Book de- 
votes a complete section to a feature 
on British products on sale at stores 
throughout Canada. 

* * * 

An autumn and winter pro- 
gramme, described by — editor 
Anthony Clarkson as “the most 
ambitious yet,”’ has been announced 
by John Bull, and is being widely 
publicised by Odhams Press. 


‘Soldier’ for ‘civvies’ 


Soldier magazine, on sale to ser- 
vicemen for the past cight years, 
will be on general sale as from the 
October issue. Published by H.M. 
Stationery Office, it sells at nine- 
pence. 


7 ” 

Oldest newspaper in L lanelly —the 
Llanelly & ‘County Guardian— 
Carmarthenshire, ceased publica- 
ticn last week. It has been taken 
over from the Western Guardian 
Company by the Union of Welsh 
Independents who propose to print 
the Union's Welsh publications at 
Lianelly. 

+ * * 

The October issue of House & 
Garden is the biggest issue yet pub- 
lished —124 pages, of which 724 are 
advertisements, 25 of them in full 
colour. It also includes an 8-page 
section of co-operative advertise- 
ments. In this section, 26 advertisers 
show their merchandise 1» room set- 
tings planned and photographed in 
the Vogue studio by House & 
Garden photographers 

* * * 

Current issue of The Toy Trader 
& Exporter contains 4 20-page pre- 
view drawing the attention of manu- 
facturers and retailers to the edi- 
torial-advertisement feature on 
games and toys which Mlustrated 
will run in its November 28 issue. 

* * * 

Advertisers throughout the 
country are being sent a copy of 
the 21st birthday number of Prac- 
tical Wireless, a 96-pivc issue. A 
wrapper claims that has by far 
the largest sale (mor than 90,000 
copies a month) and vest adver- 
uusement rate (£60 per page) in its 
field. 
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We Hear 


Dale Reynolds Publicity have 
been appointed press liaison offi- 
cers by the organisers of the 
Hotel and Catering Exhibition 
1954 (Hotelympia) and John 
Robinson is press officer in 
charge. The company will also 
handle press and poster adver- 
tising for the exhibition. 

* * * 


How to make a holiday dress in 
half an hour was one of the features 
of a series of demonstrations staged 
at the Sauchichall Street, Glasgow, 
showrooms of Singers. 

* ” * 


Editorial publicity given to this 
year’s National Corset Week has 
been estimated to have been worth 
£8,000. It was handled by Voice 
& Vision Ltd. 

* * * 


Attendance at the Radio Show at 
Earls Court, which closed on Satur- 
day, totalled 295,240. This was 
5.431 more than last year. During 
the Show 2,500 visitors came from 
more than 100 countries overseas. 

+ * * 

Latest issue of the American 
catering and hotel trade journal, 
Institutions Magazine, carries a 
twelve-page supplement with photo- 
graphs in 3-D. 


The new ball 


Designed to stem the rising cost 
of sport, a football made of rubber 
which is identical in size and weight 
to the ball used in League matches, 
is to be marketed by Dunlop. The 
ball will sell at 25s. as against from 
£2 10s. to £5 for a leather ball. Ad- 
vertising has not yet been planned. 

* * * 


Following the success of fashion 
parades held last autumn Roomes 
Stores Ltd., of Upminster, are hold- 
ing a further series from Monday, 
September 28, to Wednesday, Sep- 
tember 30. Large spaces are being 
taken in the Romford Times to an- 
nounce the event. 

*& * * 

The annual dinner of the Society 
of Diploma Holders of the Adver- 
tising Association will be held on 
October 16 at Church House, West- 
minster. It will be preceded by 
presentation of this year’s diplomas 
by E. J. Robertson, president of 
the Advertising Association. 


Longest lace 


When Henry Strauss, Parliamen- 
tary Secretary to the Board of 
Trade, opens the Shoe & Leather 
Fair next month he will do so by 
untying “the longest shoelace in 
the world.” 

* * . 


A new double-demy Michle print- 
ing press has been installed at Patra 
House, headquarters of the Printing, 
Packaging and Allied Trades Re- 
search Association. It was officially 
started on a trial run by Arthur 
Watts, the Association’s chairman. 

* ” * 


The Procea talking model baker- 
man was used at the Radio Exhibi- 
tion, at Earls Court, by Wright & 
Weaire Ltds, to demonstrate how 
tape recording can be used to pro- 
vide dialogue for animated talking 
dummies. 
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NORTHAMPTON 


Has ALL the important requirements of a good “test” town 


@ NORTHAMPTON iis sufficiently isolated to @ BESIDES BOOT & SHOE MAKING, a wide 
permit a concentrated, compact test campaign. variety of other industries are firmly estab- 
It is large enough to contain a cross section of 
age and income groups, yet small enough to 
make a test campaign a comparatively inexpensive 


lished in Northampton. They include engineer- 
ing, clothing, bedding, leather dressing, flax 
milling. There is no occupational bias. 


operation. 

@ NORTHAMPTON (Pop. 105,000) is the only @ TOTAL EMPLOYED: Women 22,551, Men 
really large town in the entire County of 38,324. There is wide-scale local publicity of 
Northants, and is at least 30 miles away from vacancies in industry. No. of retail outlets is 
any other towns of similar or larger size. 2,165 including 5 departmental stores. 


@ PASSENHAM 
STONY STRATFORD e 


Circles represent 5 miles radius 


THE LOCAL PRESS which would provide the main support in a test 
campaign, is economic, very effective and without wasteful circulation. 


CHRONICLE & ECHO 


Evening: Circulation 47,940 ABC. 75% in Northampton 
and suburbs; 25% in the area beyond within a radius of 25 miles. 


INDEPENDENT MERCURY & HERALD 


Weekly Friday: Circulation 6,124 ABC. Weekly Friday: Circulation 10,548 ABC. 
Discusses Town and County social and Very strong farming appeal. 90% of its 
cultural affairs. Town and County sales are © country areas; the remainder 
selected readership. in the Tc wn and suburbs. 


PROVINCIAL NEWSPAPERS LTD. 


Advertisement Director 2, Salisbur . Ss q->» —E.c.4 A Robertson-Macdonald 
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@ ABC. Net Sales for Jan/ 
June 1953 are now 130,595 |e 
weekly. 


The Trade Rate is 45/- per 
single column inch (Flat). 


A coverage (approx. 1,000 
square miles) of industrial 
and agricultural areas in 
Beds, Herts and Bucks. 


Probably the lowest figure 
of unemployment in this 
particular area in the whole 
country. 


There are eleven individual 
local newspapers in the 
Group. 


And the Group is the Home 
Counties Newspapers 
Group. 


Represented in London by 
Will Kitchen Jr. Ltd, 131 


Fleet Street, E.C.4, Tele- 
phone Central 1960. 


Head Office LUTON, Phone 5050 
Advertisement Manager Claude W. Gilder 


SWANSEA 


The paper with the pull 


among the moneyed in- 
dustrial classes who shop 
in SWANSEA is: 

THE 


SOUTH WALES 
VOICE 


Politics ; INC EPESDENT, 
The South Wales Voice 
is read and trusted by 
12.226 

° ® 
people every week in the 
prosperous SWANSEA 


VALLEY AREA. 
(Audited net sale June, 1953) 


Advertisement Manager: 
J. Alun Emlyn-Jones 
SOLTH WALES VOICE 
Ystalyfera, Swansea 
Glantawe 2273/4 

London: 
118 Fleet Street, E.C.4 
Central 2715 


| 
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| with half pages in the 


Current Advertising 


Bristol-Myers launch new product: 
FCB appointed for heavy scheme 


Fiercer competition in the 
analgesic field is expected to 
develop when Bristol-Myers Ltd. 
launch a new product, Bufferin, 
next month. 

Heavy advertising will pro- 
claim that “Bufferin acts twice as 
fast as aspirin” and “It will not 
upset your stomach.” The cam- 
paign will break towards the end 
of the month using the London 
evening newspapers. A 13 in. by 
five column space has _ been 
booked in the Evening News and 
other large spaces will be used 
in the Evening Standard and Star. 

Foote, Cone & Belding Ltd. 


have been appointed for the 
campaign. This is the first time 
they have handled a_ Bristol- 


Myers account. 

Buflerin is an American pro- 
duct. It has been heavily ad- 
vertised in the United States and 
sales have been enormous. In 
this country it will retail at 
Is. 9d. for a packet of 12 tablets, 
or 4s. 6d. for thirty. 


First big ad. drive 
for Sunchoc 


First national advertising 1s 
scheduled to break this week for 
Rowntree’s Instant Sunchoc drink- 
ing chocolate. The product has 
been on the market for about four 


years but has never been heavily 
advertised. 
The scheme will include full 


colour and black and white spaces 


in national and women’s maga- 
zines and large spaces in the 
national press. The J. Walter 


Thompson Co., Ltd., are agents. 
National campaign 
for Countess 


Nation-wide advertising is being 
booked for Countess, a new hair 
conditioning cream now being 
launched nationally by the County 
Perfumery Co., Ltd. Test market- 
ing has included the West Country 
where large spaces have been ap- 
pearing in the local press. 

A press reception is being held 
next Monday evening to introduce 
the product. Young & Rubicam 
Ltd. are the agents. 


Provincial scheme 
for Christie-Tyler 


The Christie-Tyler seats autumn 
campaign which starts on September 
23 with a half-page space in the 
Daily Mirror, followed by similar 
spaces in the Sunday Express and 
Sunday Chronicle, will also take the 
form of an extensive regional drive 
Yorkshire 
Evening News, Manchester Evening 
News, South Wales Echo, Portsmouth 
Evening News, Newcastle Evening 
Chronicle, Glasgow Bulletin, Birm- 
ingham Mail, and a number of 
local weeklies. Agents are S. C 
Peacock Ltd. 


Slumberland 
The Slumberland account is 
handled by Clifford Bloxham & 
Partners Ltd., not, as stated last 
week, by London Press Exchange. 


- 


| 


Aladdin launch 
their largest 
The biggest promotion campaign 
ever run by Aladdin Industries Ltd. 


will break soon. The theme through- 
out will be a direct appeal to the 
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Dormy appropriation 
up 50 per cent 


Last year Wormalds & Walker 
Ltd. ran the largest blanket cam- 
paign ever conducted in Britain for 
their Dormy range. This season 
they will be spending over fifty per 
cent more. 

Regular large spaces have been 
booked in the Daily Express, Daily 
Mail and the Daily Mirror by the 
agents, Erwin Wasey & Co., Ltd. 
Trade press advertising is now 
breaking. 

A window display contest is being 
organised for retailers with £500 
in prizes. 


public to visit their local ironmonger 
to see Aladdin and Bialaddin lamps 
and heaters. 

Large display spaces will be fea- 
tured in many national newspapers 
including Daily ’ 
graph, News 
Observer, and in the mass circula- 
tion weekly and monthly magazines, 
as well as a wide variety of specialist 
magazines 
yachtsmen and campers. 
colour hand-out leaflet is also being 
prepared for retailers. 

W. S. Crawford Ltd. 
agents. 


Fur on fabric 


Mail, Daily Tele- 
Chronicle and The 


fabric base. 
addressed to farmers, 
A four- 


and is light in weight, but warm. 


are the to the trade press. 


Haig-McAlister Ltd. 


Described as “something which 
might easily revolutionise the fur 
trade” Astraka Ltd. are launching a 
range of garments made of beaver 
fur which has been removed from 
the original skin and processed on a 


In this form it is claimed it can- 
not crack, develop ribs or flaws, 


Advertising at present is confined 
The agents are 


e AT A GLANCE e 
ACCOUNTS MOVING: 


W. Jelks & Sons Ltd., furniture stores, to S. C. Peacock Ltd. 
(London); Pepsi-Cola Ltd. to Masius & Fergusson Ltd.; Simon 
Rynbende & Sons Distilleries Ltd., of Holland, Dutch liqueurs, 
to Howards Press Advertising Ltd. (Manchester). 


NEW ACCOUNTS: 


Bufferin, for Foote, Cone & Belding Ltd. (London evenings); 
Kneeda Manufacturing Co., Ltd., and G. R. Gilbert Ltd., 
bakery machinery, for S. V. Court Advertising Ltd.; Blackburn 
Trustee Savings Bank, for Alfred Bates & Son Ltd. (provincial 
evenings and weeklies); E.N.V. Engineering Co., Ltd., manu- 
facturers of gears and back axles, for Allardyce Palmer Ltd. 
(trade press); Mount Engineering Co., for John Willis Adver- 
tising Ltd. (Manchester) (trade and technical press); Home 
Instruction postal education courses (North of England pro- 
vincials) for Howards Press Advertising Ltd. (Manchester); The 
Pianoforte Manufacturers Association Ltd. for S. T. Garland 
Advertising Service Ltd. 


NEW CAMPAIGNS: 


Dormy blankets (Erwin Wasey & Co., Ltd.), large spaces in 
national dailies and trade press; Blyvoor Beaverleen (Haig- 
McAlister Ltd.), trade press; Christie-Tyler seats (S.C. Peacock 
Ltd. (London) ), large spaces in Daily Mirror, national Sundays, 
and provincial newspapers; Toni home perm (Foote, Cone & 
Belding Ltd.), Radio Luxembourg; Hammerton Oatmeal Stout 
(Foote, Cone & Belding Ltd.), national daily newspapers and 
magazines, posters; Savile Row shoes (Stephens Advertising 
Service Ltd.), national, local and trade press; Harlee children’s 
wear (S.F. & Partners Ltd.), national daily and Sunday news- 
papers and trade press; Standard Motors (George Cuming Ltd.), 
national dailies, London evenings, provincials and motoring 
press; Pyrex Glassware (Stuart Advertising Ltd.), national 
dailies, Sundays and women’s magazines; Aladdin Industries 
Ltd. (W. S. Crawford Ltd.), national dailies, weekly and 
monthly magazines and specialist journals for farmers, yachts- 
men and campers: United Steel Companies Ltd. (Rowlinson- 
Broughton) prestige campaign in The Times, Daily Telegraph, 
Finarial Times, Manchester Guardian, Birmingham Post, and 
leading industrial papers in provinces; Rowntree’s Instant 
Sunchoce (The J. Walter Thompson Co., Ltd.) national news- 
papers, weekly general interest and women’s magazines; Sunpat 
salted nuts (G. Street & Co., Ltd.) large spaces in national and 
provincial press, colour in weekly periodicals and women’s 
papers. 
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South-West 


545 


ADVERTISER'S WEEKLY 


Facts and figures about 
Screen Advertising in the. z 


CHEL So “an 
Gloucestershire GLOUCESTE | 
90 CINEMAS \\ cinencesree 
— TT 
~ : 
~ Wiltshire 


9 CINEMAS 


Devonshire 
29 CINEMAS 


Cornwall 
47 CINEMAS 


CINEMAS: /n the South West, Theatre Publicity can give 
comprehensive coverage for a filmlet campaign in 94 cinemas, 
of which 36 are in the Odeon Gaumont circuit. 
COVERAGE: The average number of admissions per week 
in these cinemas is 553,227, representing 18%, of the total 
population in the area. 


SHOWINGS: /n addition to weekday performances in all 


cinemas, your advertising filmlet is also shown on Sunday in 
the Odeon/Gaumont circuit. 


COST: A campaign for 6 months in ail of the 94 cinemas 
would cost £1,450 for filmlet exhibition on an alternate week 
basis, and would give a total number of impacts just short of 
7,192,000. 


THEATRE PUBLICITY LTD + Leading Screen Advertising 


A COMPANY WITHIN THE J. ARTHUR RANK 


SALES & PRODUCTION - FILM HOUSE, WARDOUR STREET, LON OON, «71 (GER 9292) 
NATIONAL FILMLET DISTRIBUTION DEPARTMENT - LEICESTER SQUARE THEATRE © Lf 


EXETER 


WELLS 
IDGWATER 4 


mamelf 


TAUNTON 


Cam Wahl 
Phe Ve send 


This is a specimen of the way in which screen adver- 


tising can be used for a regional filmlet campaign. 
Whether you are interested in a campaign to give 
national, regional or local coverage, you can rely on 
the co-operation and advice of Theatre Publicity's 
creative and distributive staffs to ensure top-flight 
production and exhibition. 


i 


» ATION 


TER SQUARE - LONDON - WC2 - TRA 29556 
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MMA | CLASSIFIED ADVERTISEMENTS | EXXIIGIIERZET 
ING Le in 
RATES: APPOINTMENTS VACANT, 3s. 64, per line, 405. per display panel inch. | YOUNG LADY ARTIST required | in 
ackaged gn studio, pe 
SCOTT -TURNER AND APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. AH other essential. Under 30 years of age. Five- 
—— = per ah 45s. per display panel eg yee 3 lines. ao No, day week, hours 9 a.m.-5 p.m. Canteen 
charge, one line plus covering postage, etc. Series rates on applica 3 on premises. Apply by letter, giving 
ASSOCIATES LIMITED advertisements under seven insertions MUST BE PREPAID. Address Advertise’: full particulars, including salary re- 
Weekly,” 180 Fleet Street, London, E.4. CHAncery 8844 (Ex. 25). quired, to Cashier, Mono Containers 
need another Limited, Cumberland om. Park 
APPOINTMENTS VACANT aoeee, Reet Pees 
FIRST CLASS YOUNG MAN, Siteiet Service com- 
j Sit Vv , advertisements pleted or exempt, aged about 21, re- 
wations Vacant: “The engagement of persons answering these adve mua’ quired for preparation of lithographic 
Creative Man be made through a Local Office of the Ministry of Labour or a Scheduled > Originals, need not be experienced 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 incheaive although some art training preferable. 
1 unless be or she, or the employment, is excepted from the provisions of the Apply Zetters Pools, 60 Charlotte 
: with experience in fashion Notification of Vacancies Order 1952.” _ Street, W.1 
COMMERCIAL ARTIST required. Still 
and beauty advertising. life and figure work. Write, stating age. 
eewenne and ponent To oe 
Write to allons Advertising Service Ltd., Ark- 
McCANN-ERICKSON ley Road, Walthamstow, .E.17. 
Creative Director 
17-18 Dover St., London, W.1 REQUIRE A FIRST CLASS 
ASSINIANT 10 PUBLICITY MANA. ASSISTANT TO PRINT BUYER ACCOUNTS 
manfacarers ip Lance Biter EXECUTIVE 
manufacturers in Lancasnir *reference 
will cy given 0 appl ant with experi- ban 3 : 
ence in copy-writing of techni at Where This is an excellent opportunity that calls for some 
ture an with knowledge © serma a . ons 
Please apply, with full details of previous experience. Progressive position for 
ow wre ga A background, age and ex- ; 
wn S481 Ad. Weekly 180 Fleet St BC4 Write with full details to: executive capable o 
D. NAPIER & SON LID., Luton Air- handlin National ac- 
port, Beds., require a Technical Artist GENERAL MANAGER, McCANN-ERICKSON ADVERTISING LTD. g 
preferably experienced in aircraft or BRETTENHAM HOUSE, LANCASTER PLACE, W.C.2 counts). Must have 
“mechanical engineerng for the j!lustra- ’ 
tion of Technical Handbooks on inter- 
AR. yproects Pleas cose ie thorough knowledge of 
t t rsonnel anager as soon . 
as posible — TYPOGRAPHER required to work with LAYOUT. —— nogg —_ — media and production. 
= j ° . studio engaged in designing catalogues, experience require or London Agen- 
PRODUC = wg nomen y bo no brochures and advertising — literature. cy. Must be capable of visualising if Only those over 30 should 
eomater tecamcel acvertising Orss Must be capable of planning printing required. Write in first instance, stating 
tion specialising in colour designs. 1 eer Excelle ndit salary required and experience 
Applications are invited from men ane severe ae oss SP ag 4 . apply. 
who have real experience in process five-day week, pension scheme Write Box 5495 Ad. Weekly 180 Fleet St EC4 
> he giving full details of experience and xive ai 
or allied trades, S-day week. Please wae aan to, Mansuing 2 Give fullest details of 
: Ta Jom Bros. & Co. Lid., Newcastle upon > once ary " 
SALESWOMAN Teauired 10 work mainty | —0™ CREATIVE LAYOUT —- 
‘ J f require o work mainly 4 
by telephone for leading entertain- ARTIST. London perenne Satie De quired to 
ment weanisation Good _ telephone a vacancy for a first<class man ca * 
= personality and personal appearance conditions amd good salary offered ¢o ARTIST Re uired Box 5563 
: Age 23 to 35. West End office Salary selected applicant. Write in confidence, q Advertiser's Weekly 180 Fleet St EC4 
according to experience and ability, giving age, experience and salary ex- 
V'rite giving full details pected, to ; 
° Box 5512 Ad. Weekly 180 Fleet St BC4 Box 5496 Ad. Weekly 180 Ficet St BC4 In a well established 
Lm LARGE COVENTRY ENGINEERING 
Birmingham Agency. A Qmganisation requires the services of 
= ; a Assistant in its Publicity Department 
wide and varied experience with creative ability and experience of 
OPPO RTUNITY AT L P E FOR % ‘ : electrical and mechanical engineering. 
sv ole of producing slick client Work primarily comprises copywriting 
ee ; for booklets and technical advertising 
“s roughs of a high standard Previous experience of this type 
Ee : work essential. Write in first instance, 
. for General and Technical with full particulars of past experience, 
: education and salary expected to Box 
. accounts is necessary. pa 709, c/o 191 Gresham House, 
4 § .C.2 
Ou n Finished artwork an asset AN ESTABLISHED PUBLISHING 
A HOUSE is secking a progressive and 
but not essential. A worth- alive | junior space representative for a 
‘ ion popular magazine. The man required 
while permanent position should not be older than 24 and must 
7 a : have had at least six months’ space- 
: ~y for a suitable man. selling experience 
Box 5549 Ad. Weckly 180 Fleet St EC4 
he Box 5527 
Advertiser's Weekly 180 Fleet St EC4 SOUTH EASTERN 
} ep ene 
: THE ENGLISH ELECTRIC COMPANY 
who wants more responsibility Or Setond ies sookemtre is GAS BOARD 
the position of Senior Assistant in its ; 
Publicity Department to undertake the require 
compilation and progressing of techni- 
cal og aN books and coos ine services of someone anteat in 
ae : ee instruction books. Apply to ept. publicity or journalism ‘o produce 
He will already have had some years C.P.S., 336/7, Strand, W.C.2., quoung | | sales and service bulletins and to 
: , . ref. if 1. assist in the preparation of similar 
experience in an agency but would now like PRODUCTION ASSISTANT caperienced material. ‘The work calls for some 
ae _ ‘ , in copy details, orderine and checking panes © es ae seme 
to join a first-line organisation as a member blocks and typesetting. required by | | schemes. the ability to write good 
. . West End Agency. Writc full particu- Leoeuts and. , aA, photography 
of a small team handling large national Bis. ipGluding expected salary. 10 4 | | and printing. Commencing salary 
; . A not less than £700 p.a. Applications 
accounts. An informative letter in the first g.ving full details of experience and 
. % DIRECT MAIL quoting reference vei 360, should 
. ~ Ce “nti ino « reac e¢ Personne anager, South 
instance, please, mentioning salary required } — Eastern Gas Board, Katharine’ Street, 
. ane r ‘tati . ‘oydon, within fourteen days after 
‘ but do not send specimens. inst class Represer martd rea the publication of this notice. Speci- 
quired. Good opportunity for mens of work done should not be 
man with advertising connection. a ee ie ee Seaneees. 
Ww . Box 5526 
i Advert’ 1 
rite to ser’'s Weekly 180 Fleet St EC4 YOUNG MAN in carly twenties 2 
Assistant in ondon Advertising 
GROUP A, THE LONDON PRESS EXCHANGE LTD THORCUGHLY | EXPERIENCED LAY. Department. Sevsiates af Teun 
f SUA ournal production advantageous, but 
t 110 St. Martin’s Lane, W.C.2. REQUIRED: Must hav« «bility to pro- not essentia) if applicant has some 
4 duce ideas and finishe roughs Top experience of the production and pro- 
salary and = permaccnt position. gtessing of print. Apply stating age, 
Finished lettering an ac\intage. Write full details experience and salary 
in confidence Tequired w 
Box 5530 Ad. Weekly 10 Fleet St EC4 Box $553 Ad. Weekly 180 Fleet St EC4 
"Ph Classifieds to CHA 8844 (E. 
one your sl to (Ex 25) 
+ 
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SEPTEMBER 17, 1953 


APPOINTMENTS VACANT 


LETTERING AND RETOUCHING 
Artists, top salaries will be paid to 
applicants who must have first-class 
studio experience and able to produce 
top-quality work. Please write. call or 
phone to Chambecriain Studios Lid., 2 
Ludgate Hill, London, E.C.4. CENtral 
3570, 1948 


COMPETENT SHORTHAND TYPISTS 


required for Publicity Department of 
major film company. Applicants should 
have some knowledge of Publicity or 
Agency routine to qualify for these 
progressive pasts. Speed, accuracy and 
eficiency under high pressure condi- 
tions absolutely essential this is no 
sinecure for to-day’s average pinmoney 
“Secretary.” Write giving full de.ails of 
age, experience and salary required to 
Rox $523 Ad. Weekly 180 Fleet St EC4 
LAYOUT ARTIST capable of handling 
folders and brochures. Write giving 
full details anj salary required 

Box 5264 Ad. Weekly 180 Fleet St EC4 


Experienced 
Copy Detail 
Man 


required by 


COLMAN, PRENTIS AND 
VARLEY LTD. 


Please write giving 
details of past experience 
to 
Staff Director 


COLMAN, PRENTIS AND VARLEY LTD. 
34 Grosvenor Street, London, W.! 


ASSISTANT REQUIRED in the Pub- 
licity Department of Coventry Machine 
Tool Company. To be primarily res- 
ponsible for production of catalogues 
and other publications, and advertising 
material. Must possess good technical 
knowledge and experience of reproduc- 
tion processes. Successful applicant will 
join keen team which is proud of its 
record in contemporary advertising. 
Write in first instance, with full parti- 
culars of past experience, education and 
salary expected to Box A.W. 708, 
c/o 191 Gresham House, E.C.2. 


EXPERIENCED AGENCY 
TYPOGRAPHER 


WADDICORS 


We need a working 
typographer, used to getting 
the best out of visuals 
and adaptations. 


Phone for appointment 
GROSVENOR 751! EXT. 18. 


T. BOOTH WADDICOR 
& PARTNERS LTD. 
38, Park Street, London, W.1 


PRODUCTION. Experienced Production 
Man with Agency experience to handle 
a number of Technical accounts for 
London Agency. Sound knowledge of 
process work and type-faces essential 
Write fully, giving age, experience and 
salary expected, to 
Box 5494 Ad. Weekly 180 Fleet St BC4 


547 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS (QQ0ICIIGRZExi 
AT ONCE DISPLAY ARTISTS 


with ability to create props and 


cards tor 


MODERN WINDOW 
DISPLAYS 


COPYW RITER WA NTED Permanent position for the right man 

93-95 Be ebay Konben, 08 
for London Office Bid ; sone 
PUBLICITY AND SALES PROMO- 


of world-wide advertising organisation kg ge By pa 


(Norwich) have expericnee 
| of departmental store routine Good 


opportunity for an enthusiasiic young 
man, Apply by letter giving full de- 
tails of age, experience and salary to 


| 


‘Phone your Classifieds to CH‘ 8844 (Ex 25) 


Age : preferably under 30. Managing Director. 
PLEASE WRITE US if yon have = 
perience : at least three years with xd agencies on National undeniable record ang can sell us 
Ex accounts. - . | advertising. We are a well-known com- 
pany Your confidence will be res 
Qualifications : a versa:ile but practical mind; good education, ability pected 7. 
(which he will be asked to prove) to turn out first-class Box 5535 Ad. Weekly 180 Fleet St EC4 
work, on a variety of interesting national accounts, 
and to fit in amicably as a member of a creative 
team which has been told abou: this advertisement ASSISTANT TO 
Prospects = excetient The successful applicant will be paid what ADVERTISING MANAGER 
his talents merit, will be worked hard and will be 
encouraged to make all the progress of which he is ; 
capable. He should write, enclosing no specimens or required by 
testimonials, to: large and well known Whole- 
sale Draper Warehouse 
Box 5465 ADVERTISER'S WEEKLY, 180, FLEET ST. E.C.4 ged 
Company. 
Applicants should be between 
ASSISTANT ACCOUNT EXECUTIVE ; GENERAL ARTIST, svcd 25-0, ox 25 and 30 years old, and have 
wantes by agency with National ac. perienced, required for Fleet Street knowledge of advertising 
counts. Must have aptitude for contro! studio. Should be good at press ad j 
of detail and be fully acquainted with vertisement layouts. lettering and technique and artistic ability. 
agency practice. Copywriting experi- finishea artwork for reproduction in Full particulars to: 
ence of value Age under 30. Write line and wash Write, in strict con 
for interview full details of experience, fidence, experience, age and approx Box 5525 
salary required, etc., to mate salary required to Art Director, . 
Box S558 Ad. Weekly 180 Fleet St BC4 Business Publications Ltd, 180 Fleet Advertiser's Weekly 188 Fleet 61 ECE 
Street, E.C.4, or ‘phone Chancery 844 : ~ — " r 
ASSISTANT SPACE BUYER Ext. 131. for appointment SPACE REPRESENTATIVES, | senior, 
- 1 junior, required for London by lead- 
by well-known London Agency. Must ARTISTS required for Agency Studio ing fashion and textile trade journal. 
have had previous experience in Lettering, retouching. still life. bive- Two excellent opportunities with exist- 
similar capacity with an Agency and day week, good studio, Wide variety | ing accounts and future prospects Staff 
be over twenty-five. This is a pro- of work. Write fully, experience, age, have been informed of this advertise- 
gressive post for those possessing salary, etc.. for appointment to | ment 
sound knowledge. State age, experi- Box S542 Ad. Weekly 180 Ficet St BC4 Box $541 Ad. Weekly 180 Ficet St EC4 
erce and salary regard to 
Box 556 
Advertiser's Weekly 180 Fleet St EC4 
Two top level Applications are invited from 


ADVERTISEMENT promising advertising men or women 
REPRESENTATIVES to fill the following vacancies within 


account-handling groups at 


required 
Write: General Manager, DTV 
THE RECORDER, 


58, Farringdon Street, Typographer with agency experience; able to 
E.C.4. 


handle adaptations and art work; sound knowledge 
of mechanical production. 


FIRST-CLASS TECHNICAL ARTIST 
REQUIRED: London Area. Must be 


. +4 ‘ . 
experienced in handling all forms of Junior Artist for preparation of roughs and 
technical illustrations including Air- . . +s 
brush in half tone and colour for re- accurate routine finished art work. Visualising 
production. Write : 
Box 5529 Ad. Weekly 180 Fleet St BC4 ability not essential 


Leading South African Agency 


. . 
Require a First-class Two Production Assistants with two or 
VISUALISER three years’ agency experience, Preference will be 
If you can conceive a copy theme and 
its presentation, pass it to the copy given to | 1P A. or A.A, students. 
team for licking into shape, then 


imerpret it to the studio, you may 
well be our man. There are large 
national accounts to work on Write 
Ihe successful applicant will be 


une salary required and giving full 


eligible to join the Company's Pen- details of experience, to the Managing Director, 
son and Medical Fund 
Commencing salary according to ex- ID ty TURNER & Vincent Limitep 


perience and ability; free passage to 


\ohasnusbens INCORPORATED PRACTITIONERS IN ADVERTISING 
Interview will be arranged in Lon- ° 
don, but in first instance write giving 19 BUCKINGHAM STREET ADELPE LONDON WC2 


details Of age, marital status, experi- 
ence and with specimens if possible 
to 

Box 5560 
Advertiser's Weekly 188 Fleet $1 EC4 
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‘CLASSIFIED ADVERTISEMENTS 


Situations Vacant: “The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


ART 


ADVERTISEMENT 
REPRESENTATIVES 


HADDON’S 


DIRECTOR 


REQUIRED 


Two experienced saiesmen required in 
(a) Northern England, 
inc. Yorks, Lancs and Ches, 
and 

(b) Midlands and East Arglia 
Guaranteed territory, top-grade local 
displayed media 
Applicants must be accustomed to 
earning 4-figure salary. 

Box 5506 

Advertiser's Weekly 180 Fleet 8t EC4 


want a 

keen, young typographer who 
knows the answers to all the 
standard problems but is not 
content with the obvious one. 
The job is a good one now, gets 
better as it goes on, and has a 
Staff Pension at the end of it. 


Write or phone the Art 
Director, John Haddon & Co. 
Ltd., 11, Salisbury Square, E.C.4. 
CENtral 8156. 


YOUNG SPACE-SALESMAN who is 
look ng for an opening, where merit 
will be rewarded by promotion and 
salary increases, is required by a well- 
known group of Ficet Street periodical 
publishing companies. Selling classified 
and small display spaces will be the ; TT . 
preliminary test and, if successful, a AN ESTABLISHED specialised weekly 


FOR LINTAS N.V. 
publication is seeking a first-class space 
position selling display space on one ‘ . > » “e 
Of the group’s pericticals will be ar- Representative with experience in sel 
SCHIEDAM, HOLLAND anacd, © Commencne salar 748 
’ 


ing to National Advertisers. The man 

Particulars of age and experience to required must have epace sciling ideas. 
’ 4 a erie 4 or al we : 

Box 5386 Ad. Weekly 180 Fleet St EC4 | 3,,£004, sales record and should po be 

Box 5559 Ad Weekly 180 Fleet St EC4 


A TECHNICAL WRITER 
required 
by firm in NW. London area manu- 
facturing aircraft electrical equipment 
Applicanis must have concise style 
and be capable of compiling techni- 
cal specifications from data or draw- 
ings. Electrical knowledge essential 


First Class 
TYPOGRAPHER 


Required with agency ex- 


AN OUTSTANDINGLY GOOD VISUALISER perience capsbte of producing The position is superannuated and 
. 4 " creative t pographic layouts gives considerable scope to an am- 

y bitious man with adequate experience. 

and adaptations. Please Write, staiing experience, age and 


salary required to 
Box 5507 
Advertiser's Weekly 188 Fieet St EC4 


is needed for Holland. He will direct write in confidence, stating 
age, experience, qualifications 
and salary required. as 
FIRST-CLASS ienced letter is 

HEDLEY, BYRNE & CO. LTD required. Interesting vanicty of work: 
140, Park Lane, W.1. Box Ss31 "Ad Weekly 180 Fleet St EC4 


GOOD ALL-ROUND Genera! Artist for 
small progressive studio. Write, giving 


work on leading accounts for house- 


hold products ; and the job will entail 


RETOUCHING ARTIST required by 


i commercial art studio in Coayéon. out cae er ae . 
« « > > « © ‘ Fully experienced in the use of air- x 0 Ad. eckly Fleet St BC4 
the management and training of a Seaah ce phaummetn ter wmpadantinn. 


Salary £600 per annum ‘S-dlay week, 
Telephone Croydon 3930 for appoint- 
ment with specimens 


team of Dutch visualisers. 


keen and 


Leading West End Agency 
energetic 


The post calls for excellent crafts- has the 
following vacancies: 
PRODUCTION 

MAN 


Position is for second-in-command of 
one of three mechanical production 


manship and at least seven years 


representative required... 
: with flair for selling— 

agency experience of household 
SALES PROMOTION 


product advertising. High salary for Fro to chess yours’ Agency enporiones ea 
essential 


Facilities he will offer 
include: 


ACCOUNTS 
CLERK 


Wide experience of entering and 
invoicing process, foundry, typesetting 
and print charges to clients. Excellent 
opportunity for man to secure an 
established, interesting position 


the man with the right qualifications. 


Art * Print + Photography 
Display 

Remuneration will be by 
salary and commission. 


Send full particulars in writing to .. . 


Send full details of age, experience and 
salary required, marking envelope with 
the vacancy concerned to 

Box 5554 
Advertiser's Weekly 180 Fleet St EC4 


THE CREATIVE DIRECTOR 
LINTAS LIMITED 
419 OXFORD STREET, LONDON, W.1 


Applications to: 
The Sales Manager, 


ASTRAL ARTS GROUP LTD. 


SHORTHAND TYPIST / SECRETARY, 
age 18-20, required by Advertisement 71 New Bond Street, 
London, W.1. 


Manager of monthly magazine (offices 
GRO 8711 (10 lines). 


in Fleet Street), Must bave had some 
experience in advertising field. Parti- 
culars of experience, age and approxi- 
mate salary required to 

Box 5552 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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SEPTEMBER 17, 1953 il 


CLASSIFIED ADVERTISEMENTS 
HEDLEY, BYRNE 


& CO. LTD. REPRESENTATIVE wanted for London , ASSISTANT TO AGENCY PRODUC. 

Printing Agency, situation would suit TION MANAGER. Good knowledge 

140 PARK LANE someone with established connections, of Printing and Engraving. Able to do 
who will fing it easier to control his 


{ adaptations. £8 pw 
business with backing in this form. Box 4537 Ad. Weckly 180 Fieet St FC4 
Terms by arrangement. Write in con- — 


INVITE applications from up-and- 
coming creative layout men, agency 


trained, who would like to take up a fidence to 
acwly ant Ce within Pox 5513 Ad. Weekly 180 Fleet St EC4 
their Studio ey offer the right — aneneneaaren FIRST-CLASS 
= . apes —_- —~ ~~ — ADVERTISEMENT REPRESENTA 
Dect n a wide an interesting TIVES required to canvass for a 
variety of accounts to give thought monthly publication with a big appeal FIGURE ARTIST 
ay - —_ in — fresh, — to the Overseas Visitor. Commission 
able ideas, ably translated into slick, ard fares. Willing to travel. Send urgently requir 
Presentable roughs. Write stating particulars and references to 8 y coqeres 
age, details of experience and present Box 5478 Ad. Weekly 180 Ficet St BC4 
selary, please, to To work either on staff 
THE ART DIRECTOR : 
or telephone MAY fair 5026 REQUIRED BY WELL-KNOWN or as free-lance inside. 
ADV ERTISER pee . ’ re Highest quality work. 
ondon, 
COMMERCIAL ARTIST required for cores om sbagay . Pleasant conditions. 
Publicity Department of large engi- ACCOUNTS CLERK 
necring company in East Midlands. 
Interesting varicty of work. Experience must have some knowledge of book- ART IN MARKETING LTD. 
in mechanical jllustration useful but keeping and experience with process 
not essential. Good conditions. Ex- engravers’ invoices 102-105 Shoe Lane, E.C.4. 
cellent opportunity for interested and Suitable for male or female appli- C 1 2526 
enthusiastic man. Apply with details cant at present engaged in simular entra : 
of experience, age and salary to Pub- work in an advertising agency 
licity Manager, Ruston & Hornsby Ltd., Write, stating age, experience and 
Lincoln salary required, to Box P.986, | 
GENERAL ARTIST required by London | Willings, 362 Gray's Inn Road, WwW 
Publicity Consultant specialising in Londoa, W.C.1. | APPOINTMENTS ANTED 
engineering accounts. Ability in hand- . 
ling airbrush and retouching an advan- 


tage. Write giving full details to TPIRST-CLASS RETOUCHING ARTIST a yr ht ee 
Box 5556 Ad. Weekly 180 Ficet S. EC4 REQUIRED: This appointment in a taries, m, ae, y a 
LEADING LONDON TECHNICAL | /eading London Studio calls for a fully | piveal, i om 
 AGENC » ; experienced man. Top salary and per- . 8 ; , 

ag gt yf yt manent position. Write in_ confidence. saan, bg ag bag — We 
Must have good previous experience | ox 3328 Ad. Weekly 180 Ficet St EC4 | __specialiee_in_eficient_personne 


. 4 - . VISUALISER COPYWRITER. = Student 
See A = —_ WOMEN’S WEAR SALES PROMO- Specialising; virile mind; high creative 
eet sen age 1 RE ay wae THON. A leading Advertising Agency potential; crisp wricer; secks progres 
given to learners. Good progressive has vacancy for a young man or . , 
salary to right man. Send full details of 


“ 4 in the production sive Opening with agency ‘ 
~wnerience & - ' woman experienced | ce oductio; Box S381 Ad. Weekly 180 Ficet St BC4 
qperteass and salary required to Allar- of sound sales promotion ideas for ¢ 
yee Palmer Ltd, 109 Kingsway, women’s wear. Knowledge of the tex- | SILK SCREEN expert wants position in 

C2 tile and women's outer clothing trades Dover area. London experience 

DISPLAY AND EXHIBITION CON- and of advertising processes is essen- Box 5544 Ad. Weekly 180 Fleet St BC4 
TRACTORS require personal assistant tial. Ability to present ideas in terms of PRINT BUYER secks chanec. Expanding 
to prepare drawings and undertake copy and rough visuals desirable, but organisation. Wide experience buying, 
decorative work. Particulars of age and first rate vm tiga = ~~ = abso- letterpress, litho materials, art work, 
experience to lutely necessary. Salary for discussion. block al an ymmercial station- 
Box 5532 Ad. Weekly 180 Fleet St EC4 ‘ Box 5562 Ad. Weekly 180 Fleet St EC4 a d a . 


ery 
Box S488 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED AGENCY ARTIST 
seeks change, lettering, layout, still 
life and retouching 
Box 5545 Ad Weekly 186 Fleet St BC4 


you NG LADY, 19. trained commercial 


M e artist, requires progressive position in 
. - n advertising Agency in London 
eCann-Erickso seer I cn 
: ‘ S CATALOGUE PRODUCTION AND 
ADVERTISING LIMITED LAYOUT MAN, age 30, requires posi- 
tion in Manchester area, 44 years’ ex- 
Pericnce in Publicity Department of 
; well-known company of manufacturin 
require engineers in technical catalogue an 
leaflets design and production 
Box £546 Ad. Weekly 180 Fleet St BC4 
SENIOR INCORPORATED ADVERTISING 
MANAGER § secks progressive post; 
now assistant Publicity Manager; wide 
VISUALISER | A experience engineering, clectrical, cycle 
and motorcycle imdustries 
Box 5547 Ad. Weckly 180 Fleet St EC4 


This is a job for an unusual combination of talent. We PRINT BUYER, 30. secks appointment 
‘ > . ‘ Fully experienced all aspecis from esti- 
require top level creative layout planning and ideas, Mating 10 inVoOiCiE  eg 
: Th; ox S502 Ad ekly 180 Fleet St BO 

with the ability to produce finished roughs. This demands - 


a good knowledge of figure drawing and a full apprecia- | FREE LANCE SERVICES | 
tion of lettering and typography. FREE L E SERVICES 


FREE LANCE ARTISTS. All subjects 
highest standard work required by old- 


established artist agent. Write for ap- 
LA pomtme nt 


Box 5550 Ad. Weckly 180 Fleet St m4 
. t | LADY ARTIST offered free desk space 
An extremely versatile sense of design is wanted, | in West End with possibilities free 


lance work Writ 
embracing a keen understanding of typography and | Box SSSI Ad. Weekly 180 Fleet St BC4 
lettering and the ability to produce finished roughs. 


' : Bre i= d FREE LANCE ARTISTS 
Please write for an appointment stating experience an Sar all cesses of Greunsh tee 
salary required. Children's Books 
contact 
General Manager THE TUDOR ART AGENCY 
McCANN-ERICKSON ADVERTISING LTD. bg Pee ee, EA 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


ARTIST, 18 years’ expericnce, versatile, 
first<lass lettering and layout. secks 
part-time free-lance work, Central Lon- 


don 
Box $543 Ad. Weekly 180 Fleet St BC4 


ARTIST 


First-class layout and finish, for free 
lance advertising work Living near 
Golders Green. Splendid opportunity 
for experienced man with original ideas 
Letters Only to: 


8. B. ADVERTISING 
8, Victoria Road, London, N.W.4. 


ACCOMMODATION 


UNFURNISHED LIGHT ROOM wanted 


by designer in West or West Central 
Area. STA 2530 


WANTED: OFFICE in or near Ficet 


Street, 30s. per week 
Pox S518 Ad. Weekly 180 Fieet St BC4 


OFFICE SUITE, 3 rooms, 4th floor, 


Suitable for Studio or small Agency 
Strand, W.C.2., £5 pw 
Box S518 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


IMPROVED LETTER FILES. Ask for 


list. GAZEBO, 57 Packington Road, 
_ Acton, London, W.3. ACOrn 4731. 


FOR SALE: Exhibition Stand on a good 


site at the Castle Bromwich section of 
the B.LF 


Box 5431 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho of letterpress ‘(own 
photo-litho process plant) 
CA ON PRESS LTD. 
Fine Colour Printers. Bournemouth 
Telephone Boscombe 36835 
London Office 98-100 Fleet Street, 
B.C 4. Phone: CENwal 1740 


SPACE SELLING: Is there a space-seller 


already working in the industrial maga- 
ane ficld who would like to add 
another journal to the range of hia 
activities? The journal concerned is a 
magazine of the highest quality with 
fairly high space rates. Remuneration 
will be by generous commission plus 
& modest retainer. Apply, 

Box 5533 Ad. Weekly 180 Fleet St BC4 


WHOLESALE BAKERS, Lancashire 


Selling locally only, considering ap- 
pointment advertising agents. Applica- 
tions from live agencies welcomed 

Rox 5499 Ad. Weekly 180 Ficet Si BC4 


SILK SCREEN PRINTING. Terms 


offered for regular orders. Large or 
small runs, first-class reproduction, 
special service and delivery, Apply 

Box 5517 Ad. Weekly 180 Fleet St EC4 


COMMERCIAL TELEVISION, 
FILMS & RADIO 


A very well-known = writer-producer 
with over fifteen years’ creative and 
executive experience of film adver- 
tising, radio publicity, television and 
sponsored production generally is pre- 
pared to discuss the future with a 
nitional advertising agency or news- 
paper desirous of setting up a depart- 
ment to handle these subjects. 


Box 5539 
Advertiser's Weekly 180 Fleet 81 EC4 


MISCELLANEOUS 


SIRPI (H. de la Chassaigne—P. F 


Gomez Homen), International Service 
Agency, Via Visconti di Modrone, 6, 
Milan 


Brettenham House, Lancaster Place, W.C.2. LAYOUT AND ART- 
y an ex enced artist. Any 
type of book lertaken. Moderate 
charges 

Box 5498 Ad Weekly 180 Fleet St BC4 | 


MAGAZINE 
‘ORK | 


ADVERTISE WITH CRYSTAL 
PERSPEX RULERS 
lascribed in colour with your mes- 
sage, At lowest prices from actual 
makers 


THE NORMOGRAPH CO., LID. 
lila Westbourne Grove 
Londoa, W.2. 


BAY. 7222 


’Phone your Classifieds to CH A 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Thousands of 
free sites 


at point- 


of-sale 
gladly 


Your message brought prominently 


before the purchaser 


in the shop itseif! That is how a Redfern Advertis- 


ing Rubber Mat completes your advertising campaign. These mats —-col- 


ourful, useful anc hardwearing — are welcomed by shopkeepers as part 


of the furnishing of the shop. Good positions, continual display, the 


goodwill of the trader—could you ask more of any advertising medium? 


DOOR MATS - FLOOR MATS + COIN MATS 


DARTS MATS - BOWLS MATS 


incorporating any trade name, mark or slogan in 


a variety of colours, can be supplied. 


Write for this. folder containing details of 
these permanent point-of-sale reminders. 
They could be working for you. 


ADVERTISING RUBBER MATS 


REOFERNW'S 
NATIONAL ADVERTISERS’ 
T.P. 506 


wor«s timiteod 
DIVISION - HYDE - CHESHIRE 


Arthur | pton Service 


| Advertising Creative Circle, 
' have organised exhibition here in co- 


THURSDAY, SEPTEMBER 17, 1953 


Stitchcraft is referred to again and again—used and re-used—by women 
who knit, crochet, sew, cook, embroider, make rugs. 
ABC net sales 214,926 copies a month: Type area page 8} ins. x 6 ins. 
£204 a page: Advertisement Manager S. H. BOWDEN, Stitchcraft Ltd. 


COMMERCIAL ART 
FROM AMERICA 


Exhibition of some 300 examples 
of American commercial art origin- 


| ally sponsored by the Art Directors 
| Club of New York opened at head- 
| quarters IIPA yesterday (Wednes- 


day) by Clifford Bloxham, president, 
who 


operation with United States Infor- 


| mation Services. 


Comprising realistic, abstract and 
humorous, black and white and 


| colour drawings and paintings for 
| advertisements, 


magazine illustra- 
tions, brochures and folders, exhibi- 


_ tion was described by Mr. Bloxham 


as demonstration of courage in ad- 
vertising. Its lesson, he said, was 
that courage in avoiding the banal, 


| the cliché and the platitude in word 


and picture, paid. 


The S. T. Garland Advertising 
Service Ltd. appointed agents for 
Pianoforte Manufacturers’ Associa- 

n. 


Price Bros. & Co., makers of 
Relyon spring interior mattresses 
and divans have appointed Smee’s 
+ ree as agents from Octo- 


Entry forms for golf at Harro- 


| gate Clubs Conference can be ob- 
_ tained from Harold Fish at the 
“Daily Telegraph.” It is hoped that 


enough delegates will enter to make 


' a team to meet local team. 


MORE AIR TIME 


English transmissions from Radio 
Luxembourg will be extended by 
half an hour from October 3, clos- 
ing down at 12.30 a.m. on Sundays. 
Sunday transmissions are to end at 
midnight. New programme—‘208 
Supper Club”—will be broadcast in 
this late-night spot. 


F. L. JOHNSON RETIRES 


A great future for Birmingham 
Gazette & Despatch Ltd. was pre- 
dicted by F. L. Johnson at presenta- 
tion to mark his retirement as man- 
aging director of the firm after 
nearly 50 years in journalism. 

Presentati.n—a portable radio— 
was made by father of Federated 
House Chapel, L. Shackleford. 


DEATH OF H. W. ADAMS 


Well known in advertising circles 
before the war H. W. (Bill) Adams, 
U.K. managing director of Camp- 
bells Soups Ltd., died suddenly on 
Sunday as a result of complications 
following an operation. He was 64. 
At one time he was senior salesman 
with British Sales Ltd. Funeral is 
to-morrow (Friday) at Golders 
Green crematorium at 3.15 p.m. 


John Willis Advertising Ltd., 
Manchester agency, have opened 
London office at 6 Cavendish 
Square, W.1. Cmdr. A. R. Thomp- 
son, former publicity director, Festi- 
val Gardens, appointed general 
manager. 
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